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Johnston Cool 
to Zone Sorting 
by Mail Users 


Proposal Urged by 
Appropriations Unit May 
Hit P.O. Committee Snag 


Washington, June 28—Postmas- 
ter General Summerfield said to- 
day zoning regulations for second 
and third class bulk mailing will be 
effective about Sept. 1. Text of the 
proposed rules is to be published 
this weekend in the “Federal Reg- 
ister.” 


WASHINGTON, June 27—The Post 
Office Department emerged from 
its budget crisis this week, only to 
head into congressional crossfire 
over an impending regulation re- 
quiring publishers and advertisers 
to separate their bulk mailings by 
city carrier delivery zones. 

Under instructions from _ the 
House appropriations committee to 
find ways to reduce its operating 
cost, the department~ has moved 
ahead rapidly on the drafting of a 
regulation putting the zoning plan 
into effect. 

But today Sen. Olin Johnston 
(D., S. C.), chairman of the Senate 
post office committee, charged that 
zones are changed so often that 
mailers will find it next to impos- 
sible to keep their lists in order. 
Expressing chagrin that the plan 
had been discussed with the appro- 
priations committees instead of the 
committees “best equipped to judge 
the merits or demerits,” he said his 
committee will move ahead 
promptly to determine the advan- 
tages or disadvantages of zoning. 


s “I am sure,” he told the Senate, 
“that the department will cooper- 
(Continued on Page 64) 


Danforth 


tion since he was stricken Dec. 4 


BBDO’s annual men’s outing 


Mrs. Duffy 
BEN’S BACK—Ben Duffy, president of Batten, Barton, Durstine & 
Osborn, New York, makes his first appearance at an agency func- 


Duffy 


by a cerebral hemorrhage. Shown 


here with his wife, Mr. Duffy greets Dave Danforth, exec vp, at 


at Westchester Country Club. 


Kaiser Tells Ad Assn. of the West... 


4 000% Foil Sales 


FC&B’s Little Stresses 
Need for Encouraging 
Agency's Creative People 


HONOLULU, June 27—The vast 
Pacific area offers a challenging 
opportunity to the nation’s admen 
and adwomen, and more than 500 
of them heard a lot about the area 
and its advertising potential this 


Court Upholds R&R in 
$1,000,000 Willis Suit 


Judges Find Contract 
Cancelation Valid; Willis 
Lawyer Says He’ll Appeal 


Cuicaco, June 28—The Illinois 
appellate court today upheld the 
ruling of a superior court judge 
last year that an “irrevocable” 
contract between Ruthrauff & 
Ryan and P. P. (Pete) Willis, 
former R&R account executive 
who brought the American Air- 
lines account to the agency, was 
eanceled by a document that Mr. 
Willis signed on Feb. 1, 1946. 

In an eight-page written opin- 
ion, Judges Roger J. Kiley and 
Michael Fineberg ruled that R&R 
was not Mr. Willis’ fiduciary; that 
termination of Mr. Willis’ 1938 
contract with R&R was not pre- 
sumptively fraudulent and that 
R&R has no burden of justifying 
the termination, and that Mr. 
Willis intended to terminate the 
contract. 


(The 1938 contract between Mr. 
Willis and R&R provided that 
R&R was 
monthly plus one-third of gross 
commissions that exceeded $18,- 
000 in any six-month period. The 
contract was to be effective until 
Mr. Willis died or R&R lost the 
American Airlines account.) 


8 William H. Murphy, attorney 
for Mr. Willis, told ApDvVERTISING 
Ace that he would petition the 
appellate court for a rehearing of 
the case. If this failed, he said, 
a petition to review the case 
would be filed with the state su- 
preme court. 

“By the terms of the 1946 con- 
tract, the 1938 contract was ‘ter- 
minated and canceled’,” the court 
said. “The parties to a contract 
have the right to cancel it by mu- 
tual agreement at any time . 


and in our opinion the document, 
even if construed most strongly 
(Continued on Page 65) 


to pay him $1,000) 


Jump in Hawaii 


Made Kaiser Mainland Advertiser 


| week. 

The occasion was the 54th an- 
nual convention of the Advertising 
| Assn. of the West, and some of the 
| speakers who told about these new 
advertising horizons came from 
such faraway places as Australia, 
Japan, Hong Kong and the Phil- 
ippines. The overseas contingent of 
speakers was joined by U. S. ad- 
men and business men, and here 
are some of the things the AAW 
delegates heard: 


e They heard adman Warner S. 
Shelly, president of N. W. Ayer & 
Son, propose an Advertising Assn. 
of the Pacific (see story on Page 
3). 


e They heard industrialist Henry 
J. Kaiser paint a vivid picture of 
(Continued on Page 8) 


Abolish Nets’ ‘Option 
Time,’ Senators Urge 


Cox Report Fails to 
Credit Statements by 
Nets Before Committee 


WasHINGTON, June 27—Anoth- 
er call for a crackdown on busi- 
ness practices of tv networks be- 
came public this weekend, as the 
Senate committee on interstate 
commerce released a staff report 


Gray Mfg. Names 
Lewin, Williams 


Hartrorp, June 27—Gray Mfg. 
Co., which has been looking for 
three months for an agency to suc- 
ceed French & Preston, today an- 
nounced the appointment of Lewin, 
Williams & Saylor, New York. 

Lewin was picked from among 
14 agencies which ranged from 
“very large to very small” and 
which came from Hartford, Bos- 
ton, New York and Philadelphia to 
solicit the business, which has 
ranged from $400,000 to $500,000 
annually. The client makes the 
Gray Audograph, Phonoaudograph, 
PBX telephone dictation systems 
and high-fidelity phonograph com- 
ponents. 

Selection of an agency was based 
on a chart devised by William 
Sherman, national sales director 
for Gray, after the 14 agencies had 
been winnowed to five finalists. 

The Sherman chart gave various 
weights to the following factors: 
Associated experience in the field; 
agency growth; people to be as- 
signed to the account; research; 
resourcefulness in using the Gray 
budget; marketing and campaign 
planning ability; ability in direct 
mail; time involved in learning 
about Gray’s business, and “eager- 
ness to have our account.” 


= Gray’s account—expected to bill 
“about $500,000” in 1957-’58—will 
be headed up by Julian P. Brodie, 
senior vp at Lewin, who once han- 
dled the Edison Voice Writer while 
at Green-Brodie. # 


art director at the Kudner agency. 


Last Minute News Flashes 


Lever Shifts Breeze to Sullivan, Stauffer 


New York, June 28—Advertising for Breeze all-purpose detergent 
has been switched by Lever Bros. from Batten, Barton, Durstine & Os- 
born to Sullivan, Stauffer, Colwell & Bayles, effective in August. 
SSC&B currently handles Silver Dust, a blue detergent with an in- 
pack premium. Breeze is white, also with an in-pack premium. 


Wesley Gets Carlsberg Danish Beer 


New York, June 28—Wesley Associates has been appointed to han- 
dle advertising for Carlsberg beer. The appointment follows establish- 
ment by the Danish brewer of its own U. S. sales office, Carlsberg 
Agency Inc. Original Beer Importers & Distributors is the previous 
distributor, and Fairfax Inc. is the previous agency. 


Gayda Moves to Burke Dowling Adams 


New York, June 28—Lawrence Gayda, formerly vp and art director 
,| of Ruthrauff & Ryan, will join Burke Dowling Adams Inc. as art di- 
rector July 1. Before beginning his 12 years at R&R, Mr. Gayda was 


(Additional News Flashes on Page 65) 


which says networks should not 
be allowed to use “must buy” 
and option time to freeze non- 
network programming and adver- 
tisers out of the peak viewing 
periods. 

The report by Kenneth A. Cox, 
Seattle attorney who served as 
special counsel for the commit- 
tee’s tv investigation last year, 
calls on FCC to modify the exist- 
ing option rules so that at least a 
portion of the evening period will 
be available to non-network pro- 
gram producers and to non-net- 
work advertisers. 

While it denounced “must buy” 
as a restraint on the advertiser 
and an unfair weapon against in- 
dependent stations which compete 
with network affiliates in key 
markets, the report acknowledges 
that some form of minimum net- 
work requirement can be justi- 
fied. 


® As additional curbs on net- 
works, the report recommends 
that FCC consider rules: 


e Preventing networks from par- 
ticipating in the ownership of in- 
dependently produced programs. 


e Checking network encroach- 
ment on non-option time. 


e Curbing the number of stations 
(Continued on Page 61) 


More Seagram 
Consolidations 
Are Rumored 


Despite Denials, 
Distiller’s Roster of 
8 Agencies May Shrink 


New York, June 27—Is Seagram 
going to shift other brands and 
consolidate its agencies? 

The company says no. 

But some people who should 
know—in the liquor trade and in 
the agency field—seem confident 
that other agency changes by Sea- 
gram are being considered. 

As previously reported (AA, 
June 24), Seagram is moving its 
V.O. Canadian whisky and its 
Golden Ancient Bottle gin from 
Roy S. Durstine Inc. to Warwick & 
Legler Sept. 15. W&L already has 
Seven Crown, Kessler, Pedigree 
bourbon and Seagram’s institution- 
al advertising. 

This was the first agency change 
by Seagram since late 1955, when it 
moved its Calvert Reserve whisky 
and Calvert gin from Lennen & 
Newell to Grey Advertising, its 
Carstairs from L&N to Dowd, Red- 
field & Johnstone and its Lord Cal- 
vert whisky from Geyer Advertis- 
ing to Ogilvy, Benson & Mather. 


® The changes made a week ago 
have stimulated speculation about 
other Seagram brands. The com- 
pany insists no other changes are 
(Continued on Page 64) 
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As Highways, Gas Grow ‘Super’ .. . 
Oil Companies Reach Out into New 
Markets as Old Ones Grow Saturated 


Octane Race Adds Extra 
Horsepower to Regular 
Marketing Difficulties 


By Bill Kerr 


New YorkK, June 25—With the 
Standard Oil Co. of New Jersey 
moving into Oregon within the last 
few months, another breach was 


made in the once fairly stable 
geographic confines of oil market- 
ing. 

Jersey Standard, through its 
wholly-owned subsidiary, Carter 
Oil Co., Tulsa, last May began 
moving into the Portland area on 
a large scale, in a move designed to 
further open the Pacific Northwest. 
Carter moved into the state of 
Washington in 1955, and now mar- 
kets in eight states west from the 
Dakotas. 

Jersey Standard’s move is one of 
the many recent changes knocking 
the established patterns of oil 
marketing among several of the 
majors into a cocked hat. Gulf Oil 
Corp., Standard Oil Co. (Ohio) and 
Phillips Petroleum Co. are also 
|leading contenders for unleashing 
| forays into “virgin” areas. 


Norman Heads 
NC&K in Shuffle; 
Kaufman Resigns 


New York, June 25—The four- 
some that took control of William 
H. Weintraub & Co. in January, 
1955, and converted it into Norman, 
Craig & Kummel has been reduced 
to a threesome. 

No longer a member of the team 
is 52-year-old Elkin Kaufman, 
onetime exec vp of Weintraub, who Posters, TV Films 


became president | 


of the reshuffled Better Abroad, Says 
man, ¢ Campbell-Mithun VP 


man, Craig an- 

oa. gp oo dng pt mo June ception + 
er _|can advertising agencies can learn 

nee dear Byers plenty by taking a closer look at 

ing that he will graphic arts techniques used by 

announce his their European counterparts. 

f This is the opinion of Ernest W. 
plans shortly. Mr. Turner, vp and creative director of 
Kaufman told Gsmpbell-Mithun, who just re- 
ADVERTISING AGE turned from a six-week tour of 
only that he! gurope’s art galleries, agencies and 
trade fairs. 


wished to make no comment on 
his departure beyond the wording Mr, Turner reported that he re- 
of the news release. turned full of fresh ideas and ad- 

Moving up to president of the| miration for the accomplishments 
shop is Norman B. Norman, for-|of European commercial artists. 

He singled out poster art, and film 
techniques in turning out tv com- 
mercials as two examples of Euro- 
pean superiority in advertising art. 

“They understand posters are 
meant to give a quick, visual im- 
pression,” he said. 

Mr. Turner said he found little 
to be learned from copy and 
merchandising procedures among 
agencies abroad. 

He added that the atmosphere in 
European agencies was much more 
quiet and restful than in agencies 
in the U. S, # 


= As to where the octane race is 
leading with multi-grades of gaso- 
line, this has opened up another 
unsettled area for the prognosti- 
eators of the business. With almost 
(Continued on Page 36) 


re- 


Norman B. Norman 


B. David Kaplan 


Eugene Kummel 


merly exec vp. Mr. Norman was a 
vp and account supervisor when 
the agency ran under the Wein- 


traub name. New exec vps are 
Eugene H. Kummel, formerly vp 
and secretary, and B. David Kap- 
lan, formerly vp and treasurer. 


® The Kaufman-Norman-Kum- 
mel-Kaplan combination got con- 
trolling interest in the Weintraub 
agency 29 months ago, taking over 
from William Weintraub Sr., who 
previously had owned 51% of the 
stock. 


New fourth member of the Nor- 
man, Craig management team is) 
Walter Craig, vp in charge of radio | 
and television. Mr. Craig joined the 
agency Jan. 17, 1955, in that cap-| 
acity and as a stockholder. Pre- 
viously he had been advertising 
director of Pharmaceuticals Inc. 

Mr. Kaufman had been with the 
Weintraub agency 14 years. Prior 
to that he had been sales promotion 
director of Esquire. + 
Kelley Joins O’Brien 

H. P. “Bing” Kelley has been 
named accounts manager of 
O’Brien Advertising Ltd. Van- 
couver. Mr. Kelley was president 
of Russell T. Kelley Co., Hamilton, 
Ont., until December, when he 


moved to Vancouver. 


‘Lima Citizen’ to Shannon 

The Lima Citizen, a new daily 
to begin publication July 1 (AA, 
May 27), has named Shannon & 
Associates as its representative. 


A . 


a————— 


TRYOUT—H. J. Seiler Co., New England food processor, is testing out- 

door advertising to introduce its Chef-Cooked frozen foods in the 

Pittsburgh area. Seiler has been a New England caterer since 1873. 
Doremus & Co., Boston, is the agency. 


Many Filter Cigarets Have More Nicotine, 
Tar than Regulars, ‘Reader's Digest’ Says 


New York, June 25—Present fil- 
ter-tip cigarets offer little “health 
protection” and, in some cases, ex- 
pose a smoker to more tar and 
nicotine than the plain-tip cigaret 
he. previously smoked. 

That’s what Reader’s Digest says 
in its July issue, out today, in an 
article, “The Facts Behind Filter- 
tip Cigarets,” by Lois Mattox Mil- 


Revion Buys 
into Schering 
‘for Investment’ 


New York, June 25—Revlon 
Inc. today confirmed long-stand- 
ing rumors that it was buying 
into a drug company when it an- 
nounced ownership of more than 
8% of Schering Corp. 

Charles Revson, Revlon presi- 
dent, said that during recent 
months the cosmetics company 
has purchased 150,000 shares of 
Schering stock “for investment.” 

A statement issued by the com- 
pany said that “for some time, in 
line with Revlon’s policy of diver- 


sification, it has been its inten-| 


tion to enter the ethical drug 
field. A careful survey indicated 
that it would be unwise for Revlon 
to pioneer such an operation. 


ler and James Monahan. 
The Digest will promote the arti- 
cle with 300-line, five-column 


‘Reader's Digest’ Article 
Inaccurate, Tobacco Men Say 

New York, June 26—Tobacco 
men have strong opinions about 
the current Reader’s Digest arti- 
cle condemning filter-tip cigarets. 
But they are not talking for pub- 
lication. In virtually every in- 
stance, ADVERTISING AGE reporters 
were referred to the Tobacco In- 
dustry Research Committee for 
comment. 

At the committee it was said that 


that it was doubtful whether or 
not any would be issued on the 


| Digest’s article. The matter is be- 


ing studied, AA was told. 


® Unofficially, some cigaret exec- 
utives are known to have expressed 
personal opinions that the Digest 
article “has many inaccuracies,” 
that it is “based on unsupported 
assumptions, in many cases” and 
that it tends to present “a distort- 
ed and over-sensationalized view 
of the current situation.” 

If there is any official rebuttal 
by the TIRC, it will not be released 
“for several days.” # 


newspaper ads in 12 cities and 58- 


“It was, therefore, deemed ad- | 


(Continued on Page 24) 


line, one column space in 200 cities, 
plus car cards in the New York 
(Continued on Page 48) 


Marketscope Awarded $10,375 Damages 
from Hertz Washmobile for Using Quiz 


NEWARK, June 25—Marketscope| search.” 


Research Co. has been awarded 
$10,375 damages from the Hertz 
Washmobile System of South 
Orange and a lawyer, in a case de- 
scribed by Marketscope as “prob- 
ably the first of its kind in the 
field of marketing and opinion re- 


Smith 


Phelps 


CHANGE OF COMMAND—Charles W. Smith of McKinsey & Co., New 

York, outgoing president of the American Marketing Assn., wel- 

comes AMA’s new chief, D. Maynard Phelps, of the University of 
Michigan, at AMA’s national convention (AA, June 24). 


Robert E. Spinner, president of 
Marketscope, told a superior court 
jury that his company was not 
compensated for a questionnaire 
subsequently used, in essence, by 
Hertz. 

Mr. Spinner testified he was con- 
tacted by a public relations organ- 
ization in behalf of Hertz, which 
was interested in a Sunday-closing 
ordinance. He said that Joseph 
Jacobs, attorney for Hertz, later 
asked Marketscope to submit a 
proposal and a questionnaire cov- 
ering whether Washmobile would 
|lose business if it closed on Sun- 
days. 

The questionnaire became the 
basis for one subsequently used by 
Hertz and Mr. Jacobs to conduct 
interviews, according to Mr. Spin- 
ner, who added that Marketscope 
was not paid for its use nor had it 
released rights to it. 


= Mr. Spinner told the court 
that preparing marketing research 
questionnaires is a_ profession 
based on education and experience 
and that those preparing them 
are entitled to ownership rights 
in them. 

Marketscope was awarded $10,- 
000 punitive damages and $375 
compensatory damages. # 


no statement was available, and| 


Advertising Age, July 1, 1957 


Sears Had ‘56 
Ad Investment 
of $58,240,358 


Spending in Local 
Media Hits $57,777,000, 
Up 10.6% over ‘55 


Cuicaco, June 28—Sears, Roe- 
buck & Co. invested a whopping 
$57,777,000 on local advertising in 
1956—a record high for the com- 
pany—Sears reported today. This 
was a 10.6% gain over ’55 local ad 
expenditures of $52,227,500 (AA, 
Sept. 10, ’56). 

Of the $57,777,000 total, Sears 
invested a record breaking $45,- 
479,000 in advertising space in 
1,003 daily and weekly newspapers 
in 48 states. This was 8.9% more 
than 1955’s previous high of $41,- 
775,600. 

Newspaper linage last year also 
set a new record for the company. 
During the year, a total of 284,458,- 
100 lines of space was purchased, 
an increase of 5.1% over 1955. 

Newspapers accounted for 78.8% 
of the giant retailer’s local ad bud- 
get, down slightly below 1955, 
when newspapers got 80% of the 
budget. The remaining $12,298,000 
went into local radio and televi- 
sion, direct mail and circulars. 


# In addition, Sears invested 
$434,010 in national magazines and 
$29,348 in farm magazines last 
year, according to P.I.B. figures. 
Sears’ top management decided to 
use genera] magazines for the first 
time last year (AA, May 7, ’56) to 
support local ad programs, al- 
though several divisions of the 
company had used Popular Mech- 
anics for several years. 

This brings the total Sears ad 
expenditures last year to $58,240,- 
358, which does not include adver- 
tising by Allstate Insurance Co., a 
wholly-owned subsidiary, and 
Universal-Rundle Corp., a ma- 
jority-owned subsidiary. + 


Campbell Expected 
to Market Two New 
Frozen Dinner Lines 


Sprinc Lake, N. J., June 25— 
Test market sales of two new 
Campbell Soup Co. frozen dinner 
lines—Main Course (beef, chicken, 
haddock or meat loaf) and casse- 
role (beef, chicken, meat loaf or 
sea food au gratin)—have been 
good enough to indicate they. will 
get national distribution soon, ac- 
cording to Crawford Pollock, prod- 
uct marketing manager for Camp- 
bell’s frozen foods. 

The products have been in seven 
test cities since October, 1956. The 
ad drive in each market was pat- 
terned after a master national pro- 
gram set to go into effect after 
testing is completed. 

Mr. Pollock, speaking at the In- 
surance Advertising Conference 
here yesterday, said the success cf 
the company’s TV dinner, market- 
ed under the Swanson label, en- 
couraged the new product tests. 

“We feel confident these new 
items will duplicate the success 
of our other frozen convenience 
foods such as the TV dinners, fruit 
pies and meat pies,” he said, # 


Relyea Publishing Suspends 
Research & Engineering, pub- 
lished since July, 1955, by Relyea 
Publishing Corp., New York, has 
suspended publication with its 
June issue. William H. Relyea Jr., 
publisher, said that “the present 
high costs of publishing make it 
difficult if not uneconomic for a 
one-magazine company to operate.” 
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Tidewater Oil's 
$5,000,000 Plum 
Goes to FC&B 


Account, Formerly 
With Lord & Thomas, 
Returns After 14 Years 


San Francisco, June 26—Tide- | 
water Oil Co. has named Foote, 
Cone & Belding, Los Angeles, to 
handle its advertising, effective 
immediately. Buchanan & Co., New 
York, resigned the account last 
week (AA, June 24). 

“Appointment of Foote, Cone & 
Belding comes as part of the 
aggressive new policies that are 
making Tidewater the most widely 
discussed company in the indus- 
try,” said J. Ronald Getty, admin- 
istrative vp of marketing. 

“Tidewater’s new $200,000,000 
refinery in Wilmington, Del., is the 
most modern in the world and the 
only refinery that can make its 
entire output 100 octane or better,” 
he said. “Our tanker fleet is ra- 
pidly becoming one of the largest 
in the world. And, we are in the 
process of opening 365 new super 
service stations.” 


s Tidewater markets Flying A 
gasoline and Veedol motor oil. The 
company’s headquarters currently 
are located here, but a new head- 
quarters building currently is being 
built in Los Angeles. It will be 
ready for occupancy in September, 
1958. 

The oil company reportedly bills 
about $5,000,000 annually, of which 
about $1,500,000 is in measured 
media. It will represent one of the 
three or four largest accounts in 
FC&B’s Los Angeles shop, AA was 
told. 

Robert L. Humphreys will be 
the account supervisor on Tide- 
water. AA learned that a number 


of FC&B people will move from 
Los Angeles to San Francisco to 
handle the account until Tidewater 
moves next year. 

Finalists in the running for the 
oil account, in addition to FC&B, 
reportedly were Fuller & Smith & 
Ross, Campbell-Mithun and Erwin, 
Wasey & Co. 


s FC&B returns to the account 
after a 14-year absence. Buchanan 
& Co. succeeded FC&B (then Lord 
and Thomas), which had regional 
advertising, and Lennen & Newell, 
which handled national advertis- 
ing, in 1943. Lord & Thomas 
handled Tidewater advertising for 
about 20 years. + 


‘Look’ Presentation 
Boosts ‘Life,’ ‘Post’ | 
(and ‘Look,’ Too) 


PHILADELPHIA, June 26—Ad- 
men around the country are get- 
ting a look at a_ presentation 
whipped up by Look, but which 
has the added fillip of plugging 
for Life and The Saturday Even- 
ing Post too. 

The pitch details the growth| 
figures of the “three great maga-| 
zines in the major weekly field” | 
and declares that, “used in com- 
bination, this ‘network’ of just 
three powerful magazines con- 
stitutes one of the most direct, 
powerful and resultful channels 
of advertising available to nation-| 
al marketers.” 

Shown here yesterday, the pre-| 
sentation has been viewed in New | 
York and Chicago. Most major 
cities are on the itinerary. 

A total of 16,500,000 net paid 
circulation will be offered by the 
three beginning next January, the 


(Continued on Page 66) 


Doerter Succeeds | 
McConnaughey as | 


Chairman of FCC 


WASHINGTON, June 26—The | 
White House confirmed today that | 
Commissioner John Doerfer is to 
take over the chairmanship of the | 
Federal Communications Commis- | 
sion with the retirement of former | 
|Chairman George McConnaughey 
| Monday. 

A member of FCC since sees, 
Commissioner Doerfer had been | 
mentioned for the chairmanship) 
two years ago, when Mr. McCon-| 
naughey was appointed to fill an 
FCC vacancy. 

In his four years at FCC, Com-)| 
missioner Doerfer has advocated 
a minimum of FCC interference in 
the operations of stations. He has} 
opposed efforts to intermix tv as-| 
signments to create all-uhf mar- | 
kets. 


s Like Mr. McConnaughey, the 
new chairman has a background 
in the public utilities regulatory | 
field. He was formerly a member 
of the Wisconsin Public Service 
Commission. 

In an exchange of correspond- 
ence with President Eisenhower, 
Mr. McConnaughey said he was 
leaving the government on the ex- 
piration of his term June 30 “due 
to personal considerations.” The 
President replied that Mr. Mc- 
Connaughey had rendered “dis- 
tinguished service to the nation” 
and that he learned with regret of 
his decision to leave. 

The White House remained silent 
on the selection of a new member 
for FCC to fill the vacancy cre- 
ated by the departure of Mr. Mc- 
Connaughey. + 


‘LHJ’ Shifts Five 
Sales Executives: 
Sees Record Year 


PHILADELPHIA, June 26—Ladies’ 
Home Journal announced five top 
level changes in its advertising 
sales department, and, at the same 
time, a rise in advertising revenue. 

The Journal’s advertising rev- 
enues went from $23,595,160 in 
1955 to $26,025,369 last year. It is 
up by an additional 17.5% so far in 


1957. Richard Ziesing Jr., vp-di- 
rector of advertising, predicted | 
that ad revenue would climb tc 
$30,000,000 for the full year. 

Ralph Ackerman, sales manag- | 


| 


|er, was named general sales man- | 


ager, with headquarters here. | 


Other changes: Scotson Webbe, of | 


the Chicago sales staff, becomes 
sales manager, with headquarters | 
here; Bernard E. Newman, re- 


|becomes sales manager in Chi-| 
cago. Richard E. Cullen, publi-| 
‘cation manager in Cleveland, is 
the new sales manager in New 


| York, and William J. Gallinger, 


of the Chicago sales staff, be- 
comes publication manager in| 
Cleveland. + 


Guess HOW—Chas. Pfizer & Co. is 


running “Pfizeriddles” like this in| 
| Chemical Week and New York 
Journal of Commerce to show the 


versatility and variety of its or-|. 


ganic chemicals. 


‘Now Ptizeriddles 
Liven Chas. Pfizer's 


Chemical Advertising 


BROOKLYN, June 25—Chas. Pfizer 
& Co. is posing a series of “Pfi- 
zeriddles” in business papers to 
emphasize to top managements the 
broad range of the 100 chemicals 
marketed by the company’s chem- 
ical sales division. 

Secondary aim of the campaign 
is to point out the diversified ap- 
plications of certain chemicals, 
such as citric acid. The campaign 
is aimed at the chemical, financial, 
industrial and food and drug man- 
ufacturing fields and runs month- 
ly in Chemical Week and semi- 
monthly in New York Journal of 
Commerce. 

Illustrations for the riddles are 
simplified b&w outline drawings 
which challenge the reader’s im- 
agination as to just what is being 
illustrated. The riddle questions 
(“How to put new life in an old 
oil well?” or 


pose the problem but identify the 
illustration. The brief answers out- 
line application of a Pfizer chemi- 
cal. 


® The ads conclude, “If you have 
a problem which might be solved 
by a high quality organic chemical, 
think of Pfizer first.” 


MacManus, John & Adams is the | 


agency. + 


Advertising Can Help Build Pacific 
Economy, Ayer’s Shelly Tells AAW 


Proposes Ad, Cultural, 

Business Organization 

of ‘Ocean-Joined’ Lands 

HONOLULU, June 25—Advertising 
can play a vital role in promoting 


an all-Pacific economy, Warner S. 
Shelly, president of N. W. Ayer & 


_'N. Y. News’ Runs 
.. Masters Ad Pushing 
‘GE Merchandise 


New York, June 26—Masters 
Discount Houses finally succeeded 


in running a mail order ad here 
| for General Electric appliances 
| below fair trade prices when the 
| Sunday News ran its advertising 
June 23. 

The controversial advertising, 
Masters charged, had been pre- 
viously rejected by all major New 
York dailies and by one television 
| station, WRCA-TV (AA, June 17). 
Originally scheduled in the News, 
Herald Tribune and Post, the ad 
was rejected by the latter two 
papers, while the News said it 
was “postponing” decision. The 
remaining major dailies in the 
city were then approached and 
declined the ad. 

The Wall Street Journal offered 
to run the ad at its national rate, 


“How to keep a} 
frankfurter in the pink?”) not only | 


and this Masters declined, al- 
though it had earlier offered the 
ad to the other dailies at the na- 
tional rate. 


= Steve Masters, president of the 
Masters Mail Order Co. of Wash- 
ington, the branch which ran the 
mail order page, hailed “the cour- 
age of the News in carrying this 
ad, which no other major New 
York City newspaper has yet 
dared to carry.” 

The ad was the result of a May 
15 decision by the U. S. second 
circuit court of appeals reversing 
a lower court’s ruling which 
| halted Masters Mail Order Co. of 
| Washington from advertising and 
selling GE products in New York 
at below the fair trade price. 

GE is preparing an appeal to 
the U. S. Supreme Court on the 
decision and last week reaffirmed 
its policy to “pursue vigorously” 
| its fair trade program. # 


‘Motivationist’ Tells Why Behemoth Bean Co. 
Was Converted to ‘Leprechaun Artichoke’ 


Str. Louis, June 25—Motivation 


periodic lampoonings here last} 
week when “Dr. Ludwig von 
Schnorkel, high priest of motiva- 
tion research” addressed his “fel- 
low symbol manipulators” at the 
Advertising Club of St. Louis. 

It seems the doctor had done 


‘some depth studies on the mar-| 


Franklin Meeker 


Kent Story 


ALL NEW—Herbert R. Meeker of Scolaro, Meeker & Scott and new 

president of the New York chapter of the American Assn. of News- 

paper Representatives, is shown with other 1957-’58 officers. They 

are Robert Franklin of Ridder-Johns, secretary; Jack F. Kent of 

Ward Griffith Co., vp; and Howard C. Story Jr. of Story, Brooks 
& Finley, treasurer (AA, June 17). 


|}keting problems of the “Behe- 


| gional sales manager in Chicago,| research came in for one of its|moth Bean Co.” He reported the 


following: 
| “Puritans spent 24 hours soak- 
ing and cooking their beans.” Not 
only that, but “putting beans in a 
jcan robs modern woman of her 
|virtue, fosters a deeply ingrained 
| guilt complex.” 

Also, as social status symbols, 
beans are sinking “lower and 


lower,” he said. 
About the existing market,. Dr. 
von Schnorkel reported that 


“moderns are obsessed with size} 


—evidenced by the demand for 
baby beef, bite-size shredded 
wheat, tiny June peas, 
sausage und so weiter,” whereas 
|“Behemoth,” he said, connotes 


|something “bloated and gross.” 


\s The doctor’s recommendation: 
“The package? Out with cans 
i (slovenly, sinful)—frozen packag- 
ing is the only way. The freezer 
is a badge of position.” 

“A new product name? Some- 
thing light, airy. Zephyr? No. 
Fairy? Bad connotation. Lepre- 
chaun? Perfect! As for the status} 
symbol, beans are too low and! 
don’t match the subconscious de- 

(Continued on Page 66) 
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Son, told the annual convention of 
the Advertising Assn. of the West 
today. 

Pointing out that the develop- 
ment of the Pacific area is not 
likely to happen automatically and 
without effort, Mr. Shelly said 
advertising men can take on 
“spark-plug jobs” and make sure 
that their advertising campaigns 
dealing with the Pacific area re- 


| flect its attractions for business and 


for tourists. 

He urged the possible formation 
of an Advertising Assn. of the 
Pacific dedicated to the exchange 
of ideas among all the lands joined 
by that great ocean. 


s “Why shouldn’t there be a 
Chamber of Commerce of the Pa- 
cific, to dig up information on ways 
to encourage trade?” he asked. 

“Why shouldn’t there be a Uni- 
versity of the Pacific Ocean, where 
students from all the Pacific na- 
tions could learn to look on the 
area as a single economic unit, 
and carry back this information to 
their cwn countries? 

“Why shouldn’t there be an Ec- 
onomic Council of the Pacific, to 
act as a clearing house for surveys 
and studies and to urge govern- 


(Continued on Page 63) 


Gossard Buys TV 
‘Queen,’ Builds 
Ads Around It 


Foundation Maker Uses 
Go-Together Theme for 
Media as Well as Styles 


Cuicaco, June 27—“Go-togeth- 
ers” is the motif of H. W. Gossard 
Co.’s advertising program in the 
second half of '57, as the company 
for the first time becomes a net- 
work tv sponsor. 

Gossard, which has been a mer- 
chandise participant on “Queen for 
a Day” (NBC-TV) for years, has 
bought a weekly 15-minute seg- 
ment of the same show, beginning 
Aug. 16. The sponsorship covers 
57 stations, and the company also 
is making its commercial films 
available to dealers for local spon- 
sorship in the 89 other markets in 
which the show is seen. (Gossard 
will pay half of the time charges.) 
The company also will continue as 


(Continued on Page 66) 


Vienna | 


What keeps them all fresher, lower in cost? 


at res ne ie | 


HELPER—“We’d like to show you 
what cellophane can do for your 
product,” says this “cigaret” ad for 
American Viscose Corp. The color 
page appears in Time, July 1, and 
Business Week, June 22. N. W. 
Ayer & Son, Philadelphia, is the 

agency. 
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New Canada Regime 
May Seek Repeal of 
Magazine Ad Tax 


Toronto, June 25—Speculative 
thinking as to the possible repeal 
of the 20% tax on advertising in 
the Canadian editions of American 
publications has followed federal 
elections, in which the Conserva- 
tive Party got a slight edge over 
the ruling Liberals. The Conserva- 
tives’ tenure of office is uncertain 
owing to the number of seats won 
by the Cooperative Commonwealth 
Federation and Social Credit par- 
ties. 

People close to the Conservatives 
are pointing out that the tax, 
which became effective Jan. 1, 
1957, was passed in 1956 despite 
the opposition of Conservative 
members of Parliament. They re- 
call that W. Earl Rowe, the then 
acting Conservative leader, de- 
scribed the tax as dishonest when 


the legislation was before Parlia- 
ment. He insisted it would not pro- 
tect Canadian magazines against 
foreign competition, which was 
the avowed purpose of the act. 
Donald Fleming, a Conservative 
member from Toronto, said at the 
time that no tax ever had such a 
hostile reception in Canada. 


s John Diefenbaker, the Conserv- 
atives’ new prime minister, has not 
committed himself on the tax but 
is known to oppose it. Since his 
government will be a minority one, 
it is uncertain what his attitude 
will be. In the event of repeal leg- 
islation being introduced, the Lib- 
erals would probably oppose it, 
since it would be attacking a law 
of their creation. The Conserva- 
tives would then have to secure 
the support of the CCF and Social 
Crediters. 

An amendment to the excise tax 
act, the legislation provides for a 
tax of 20% on the ad revenues of 
U.S. magazines publishing Cana- 


dian editions. The two magazines 
it hit hardest are Time and Read- 
er’s Digest. The latter has so far 
refused to pay the levy and has in- 
stituted court action to contest the 
validity of the legislation. The Ca- 
nadian government has filed suit 
against the Reader’s Digest for 
non-payment of the tax. The suit 
will be heard this fall. 


= The government estimates that 
the tax will bring in about $2,- 
000,000 a year. On the basis of 
1956 operations, the tax would 
put the bite on the Reader’s Di- 
gest for about $525,000. Its Cana- 
dian circulation is 850,000. The 
tax would tap Time, with a circu- 
lation of around 165,000, for about 
$700,000 annually. + 


CBS Spot Boosts Myers 

Eugene R. Myers, an account 
executive in the Chicago office of 
CBS Radio Spot Sales, has been 
named manager of the company’s 
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Pick the markets that pay off! 
Put your advertising and sales 
promotional efforts into those 
specific major markets that 
have proven their value on 
the basis of actual sales. In 
this brochure you will find 
the rankings of ALL 262 Met- 
— Market Areas by 

ar volume in descending 
order for all basic sales clas- 
sifications. You will find the 
1956 over 1948 Gains or Losses 
for each of the 262 Metropoli- 
tan Market Areas in all basic 
sales classifications as well 
as the Top 100 Metropolitan 
Markets in the nation and the 
Top 20 Metropolitan Markets 
in the South. This accurate, 
authentic information wil! give 
you a source of market com- 
parison and a yardstick far 
measuring the sales perfor- 
mance your company. 
Write today for your free 


FREE! 


For your FREE of 
this brochure, write on 
your letterhead to: 


JANN & KELLEY, Inc. 


Newspoper representatives 
Chicago San Francisco 
360 Michigan Ave. th Sutter St. 
Phone: Central 6-3569 Phone: Douglas 2-3304 
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lished ones become saturated 
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Mithun vp says 
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Digest says Page 2 
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Foote, Cone & Belding snags $5,000,000 
Tidewater Oil account 
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Assn. of the West meeting in Hono- 
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Advertising Assn. of the West honors best 
ads at Honolulu meeting 


RCA Vietor ) pene anes sound 
in new hi-fi line . Page 21 


Howard Johnson buys 13-week participa- 
tion on NBC-TV's “Today” 


Roman Advertising, Warren & Litzen- 
berger are honored by Midwestern Ad- 
vertising Agency Network ............Page 30 


E. B. Weiss urges using business paper 
space to explain business policies to the 
trade Page 42 


Peter Pan Foundations sets fall campaign 
in newspapers, magazines 


National LP-Gas Council, looking ahead, 
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Highlights of This Week’s Issue 


sets ad campaign for winter heating for 
July and August 


California Prune Board approves $555,730 
ad budget, raises assessment of growers, 
packers Page 62 


Canada Dry sweepstake promotion will 
let winner have all the money he can 
shovel in five minut Page 52 


Carnation promotes “Cranberry Chiffon 
Freeze” recipe in summer 
campaign Page 62 


Ruppert gives cash instead of prizes as 
part of Giants telecasts this year Page 52 


Sweden rejects proposal to establish com- 
mercial television 


Radie station’s audience, not its power, 
should be primary consideration in 
evaluation, Adman Young says ..Page 53 


U. 8. aute makers’ overseas sales reached 
$1.5 DILLION 1M 1956 occ KPage 54 


Ten Ohio advertisers use seven page ad 
in export publications to lure world 
trade to their state 


Coca-Cola, Pepsi-Cola battle it out for 
the soft drink market in the Middle 
East, Jim Dunaway reports from 
Beirut Page 56 


Ad spending in British newspapers, mag- 
azines hit $61,441,587 in first quarter of 
1957 Page 58 


British are more 
plagued by taxes than _ smoking- 
cancer scare Kage 58 


British cabinet weighs law banning smok- 
ing in public places 
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This Week in Washingt 
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What They're Saying ................. 
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La suanaunaeenese’ 


Booklet Tells How Ads Work 
“How Abco Sold the Prabble,” 
a booklet designed to aid the small 
business man plan a coordinated 
advertising campaign, has been 
prepared by Howard Weiser Ad- 
vertising. The pamphlet includes 


information concerning marketing, 
merchandising and advertising, 
and explains how the three are in- 
ter-related in a successful adver- 
tising program. For a free copy 
write to the agency at 16 W. 55th 
St., New York. 


| Mr. Ray C. Rode, Exec. Secy. 

| Northwest Daily Press Association 
| Palace Building 

| Minneapolis 1, Minn. 


Dear Sir. 
I'm interested in seeing your new film 


Name 


pocorn Ch Ce 


when, how and where | can arrange a showing. 


 — 
COUNTRY 


SELL MORE where MORE is sold! 


...in 70% Country ... the area in the Upper Midwest, outside the 
Twin Cities, where more than 70% of all retail sales are made. 
SOLD BEST by the local daily newspapers. 

See Our New Film—"‘70% Country, U.S.A.!’’ 
Mail coupon TODAY for complete details— 


—_——_— 


presentation. Please send me details on 


Title 


Firm 


Address 


City, 


Zone. 


NORTHWEST DAILY 


PALACE BUILDING 


PRESS ASSOCIATION 


MINNEAPOLIS | MINN 
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“Across the presidential 
breakfast tray and over 
the coverlets and coffee cups 
of the most influential 
people in the world’s most 
influential city looms the capital’s 


93 


most influential paper ... 


—Time Magazine, referring to 


The Washington Post 


Times Berald 
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This Week in Washington ... 


Celler Bill Would 


Make ‘Arbitrary’ 


Media Discounts Anti-Trust Violation 


By Stanley E. Cohen 
Washington Editor 


WasuHINGTON, June 27—Are ad- 
vertising rates and discount prac- 
tices arbitrary and irrational? Do 
they tend to give big advertisers 
important competitive advantages 
over others? Are these advantages 
inducing small companies to merge 
with bigger ones, and big compa- 
nies to diversify into new lines of 
activity? 

These are questions which ad- 
vertising may have to answer in 
the near future if the House anti- 
trust subcommittee goes ahead 
with H.R. 8277, a bill introduced 
by Rep. Emanuel Celler (D., N.Y.), 
the committee chairman, bringing 


{service industries under the price 
‘and discount restrictions of the 
Robinson-Patman and Clayton 
| laws. 

Rep. Celler and members of his 
subcommittee may not be fully 
aware of the wide interest this bill 
\is sure to arouse. Until now they 
|have thought solely in terms of the 
|television industry, where net- 
works give discounts of as much 
as $25,000 per program to some of 
their more important advertisers. 


= In its recent report on tv net- 
works, the subcommittee claimed 
these discounts, “given solely be- 
cause of the big advertiser’s quan- 
tity purchasing ability,” are a 
serious handicap to smaller com- 


petitors, who got little or no dis- 
count. If a commodity were in- 
volved, the subcommittee argued, 
this kind of pricing would be in 
violation of provisions of the Rob- 
inson-Patman Act which specify 
that quantity discounts are allow- 
able only to the extent the quanti- 
ty sale represents a demonstrable 
saving to the seller. 

Some of the government’s most 
experienced anti-trust experts say 
the application of Robinson-Pat- 
man standards to advertising rates 
and discounts would result in dras- 
tic change. For example, newspa- 
per publishers would be compelled 
to prove that differences between 
local and national rates represent 
only the saving that accrues from 
dealing with local advertisers. All 
media would have to show that 
quantity discounts reflect only the 
actual savings from big sales. 


= Because of the wide range of 
political and economic views held 
by the seven members of the sub- 
committee who signed the tv re- 


port, the move to bring service 
industries under the Clayton and 
Robinson-Patman laws obviously 
starts with a solid nucleus of sup- 
port, and Rep. Celler is predicting 
early “action.” 

As the subcommittee sees it, the 
service industry exemption exists 
because the Clayton and Robinson- 
Patman laws were adopted at a 
time when Congress was concerned 
exclusively with evils associated 
with the sale of commodities. 

But, in its tv report, the sub- 
committee noted that today the 
cost of independent contractors’ 
services represents, for many in- 
dustries, an item at least as large 


as materials. Price discrimination | 


in the sale of services may have 
exactly the same competitive ef- 
fect, the subcommittee says, as a 
price discrimination by the seller 
of tangible merchandise. 


® Nevertheless it is significant that 
the service industry exemption has 
been recognized in the Clayton 
Act since 1914 and in the Robin- 


is the key question 


when you buy business paper advertising 


WHO uses it? not HOW MANY get it? 


The circulation breakdowns in audits 
will repay study. 


When you look closely you will find that 
certain papers are able to document spe- 
cific coverage of key product selectors. 


Look for detailed rather than bulk figures 
on titles and functions which testify to 
buying influence. 


For example: below is Industrial Equip- 
ment News’ breakdown of Production and 
Plant Operating Officials, about 1 of its 
total circulation: 


PLANT SUPERINTENDENTS....................... 10,473 
MANAGERS: PLANT, WORKS, PRODUCTION....... 7,150 
ASST, PLANT SUPERINTENDENTS................. 724 
SUPTS.: OPERATING & PRODUCTION DEPT......... 3,573 
bc hnyeridhvccessescsccces ees 221 
i Diss etsersésvevceiccsccesese 838 
OPERATORS: MECHANICAL & ELECTRICAL......... 4l 

23,020 


In this itemized breakdown all but 41 are 
definitely shown to be in classifications of 


May we send you IEN’s latest 
audit contained in 
our Media Data File? 


htt tet tt tt tt | | fT PRODUCT INFORMATION HEADQUARTERS 


officials with authority to choose equip- 
ment, parts, and materials. 


Beware of bulked totals which fail to show 
you how many in the total are major and 
how many are minor buying influences... 
VIZ ... in above example .. . “Plant 
Superintendents” vs ‘Operators’. 


Industrial Equipment News is closely 
read and used for product selection, not 
only because it publishes such timely, 
clear, comprehensive and reliable descrip- 
tions of new products, but because, for 
more than 24 years, it has painstakingly 
built up a following of key men who 
actively need and use the buying informa- 
tion it gives them. 


IEN’s affiliation with Thomas Register is 
invaluable in finding the influential read- 
ers. And IEN’s editorial service explains 
why these men continue to request Indus- 
trial Equipment News. 


* 


OUR 25th 


YEAR Equipment 


News 


- Thomas Publishing Company 


Industrial . — 
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|son-Patman Act since 1936. In all 
that time there has been no sign 
| that either the Department of Jus- 
| tice or the Federal Trade Commis- 
sion regards this exemption as a 
serious loophole in the anti-trust 
system. 
Postal officials 
Postage Due are asking Con- 
to Get Its Due? gress to pass new 
legislation (H.R. 
7910) giving Postmaster General 
Arthur Summerfield broad author- 
ity to fix fees for postage due 
| mail, 

Existing law specifies exactly 
when short-paid mail must be re- 
turned to the sender and when it 
|can be forwarded, Under the pro- 
| posed change, the Postmaster Gen- 
| eral would decide when and where 
jand under what circumstances 
| short-paid mail could be forward- 
jed. In addition, he would have 
| leeway to fix fees for postage due 
| mail more in line with the actual 
|cost incurred in collecting them. 
| Post Office Assistant General 
Counsel Louis J. Doyle told the 
House post office committee the 
department prefers not to advertise 
it, but in some instances the post- 
man may be allowed to leave the 
short-paid mail without waiting for 
the postage due. Too, much time is 
lost waiting for housewife to scare 
up 3¢, he explained, and it is ir- 
ritating to the housewife as well. 


The US. is 
‘Old’ Univacs growing so fast 
Fade Away that the Census 
Bureau finds its 
two Univac machines, installed 
with such fanfare in 1950, won’t 
be able to cope with the job of 
tabulating facts about population 
and housing which are to be gath- 
ered in the nationwide censuses 
which get under way in 1960. 

So the older Univacs are to be 
traded for two newer models. Even 
these machines, with double the 
input-output load of the pioneer 
models, can’t hope to meet the am- 
bitious timetable the bureau has 
drafted for finishing the 1960 cen- 
suses. 

Post Office De- 
Mailers Ignore partment’s top 
Postal Costs? public relations 
man, L. Rohe 
Walter, spoke with authority re- 
cently when he assured members 
of the House appropriations com- 
mittee that recent upsurges in the 
third class mailings reflect normal 
growth, rather than an effort by 
mailers to anticipate higher rates 
later in the year. 

As former president of Direct 
Mail Advertising Assn. (1939-43), 
he assured the committee no mailer 
could move up his schedule more 
than a week or 10 days. 

“Direct mail advertising is high- 
ly seasonal in its appeal. It is 
geared very closely to sales effort, 
and the cost of postage is such a 
ridiculously small portion of the 
total expenditure—and of the total 
potential in sales—that to move it 
up to gain the advantage of a 
slightly lower rate would not be a 
feasible or practical thing to do,” 
Mr. Walter declared. 

He said efficiency and produc- 
tivity of direct mail have been 
proved so conclusively that rate 
increases would have little or no 
perceptible impact on volume. 

“If we are to have increased 
competition in the years ahead,” 
Mr. Walter observed, “such as, for 
example, they anticipate in the 
automobile industry, I would bet 
my bottom dollar you are going to 
see more direct mail advertising 
used in the future than you see 
today, despite any increase in 
rates.” # 


Olmsted & Foley Moves 
Olmsted & Foley, Minneapolis, 
has moved to 1750 Hennepin Ave. 
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The New Pleasures 


In one dazzling decade a leisure revoli:tion has swept across America, 
inspiring millions to turn backyards int. swimming pools and lawns into 
kitchens, to fill their houses with air-conditioned luxury and high 
fidelity music, and to take “stay at home” vacations. Here, for the first 
time, is the whole story of this momentous change in our way of life 


treatment: in. -depth 
of one, significant, 


Should You Belong to 
a Country Club? 
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“FOR FUN, | WORK" How Different Should 
Your Family Be? 
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Europes Storybook Lands 
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COSMOPOLITAN Ee 
is really rolling! Sai 


ry ...edited in depth to create attitudes “UP 15% 


A HEARST MAGAZINE 


eerc™ 57th Street and 8th Avenue, New York 19 +» COlumbus 5-7300 


By one of America’s great magazine publishers. Also publishers of GOOD HOUSEKEEPING « HARPER’S BAZAAR + HOUSE 
BEAUTIFUL + SPORTS AFIELD «+ TOWN & COUNTRY «+ BRIDE AND HOME «+ MOTOR «+ MOTOR BOATING « AMERICAN DRUGGIST 
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4000% Foil Sales 


Jump in Hawaii 


Made Kaiser Mainland Advertiser 


(Continued from Page 1) 
the Pacific area’s advertising po- 
tential. They also heard him admit 
that he “shunned the press and 
advertising” until 1941, but declare 
that now he is a complete convert 
“to faith in the tremendous things 
that advertising can accomplish.” 


e They heard adman John Little, 
vp and manager of Foote, Cone & 
Belding, San Francisco, speak of 
the importance of developing crea- 
tivity in people within advertis- 
ing agencies and companies. He 
stressed the fact that the oppor- 
tunity for creativity “is nowhere 
as abundant in our economy of 
abundance as it is in western 
America and the Pacific basin gen- 
erally.” 


s “Actually, I hated publicity,” 
Mr. Kaiser told his audience, at 
the outset of his remarks. 
“Through years of being a builder, 
I would not permit the Kaiser 
name to be painted even on a 
steamshovel. I also recall that I 
wouldn’t allow the name to be 
placed over one of our first indus- 
trial plants,” he said. 

But that was the pre-1941 Hen- 
ry Kaiser. Here is ad-conscious 
Mr. Kaiser talking about an inci- 
dent that took place a couple of 
years ago: “I was shocked when I 
found out what a poor showing we 
were making in the sale of house- 
hold aluminum foil in Hawaii, and 
I couldn’t resist unleashing an ad- 
vertising campaign. 

“The results? Kaiser aluminum 
foil sales shot up 4,000% and have 
held the market leadership ever 
since here in the Islands. This 
demonstrated a pattern to be ap- 
plied to mainland markets, and be- 
lieve me, I haven’t failed to needle 
our boys to show equal or better 
results from our campaigns else- 
where,” he said. ’ 


= In laying down some rules for 
properly developing creativity, Mr. 
Little stressed the importance of 
creating and maintaining a “crea- 
tive climate” within the organiza- 
tion. 

“All those with whom you as- 
sociate are creative,” he said, “and 
you can increase the output of 
their creativity by simple encour- 
agement.” 

To emphasize the importance of 
his theme, Mr, Little exhibited all 
the single pages and spreads con- 
tained in a single issue of Life. 
“Have you an ad there?” he asked 
the audience. “If so, Life’s great 
editors and your colleagues in oth- 
er agencies have provided you with 
fantastic competition for the di- 
minishing reading time of the au- 
dience you are trying to reach. 
Certainly, few ‘me too’ ads can be 
expected to break through that 
plangent chorus of attention seek- 
ers,” he said. 

Mr. Little also admonished his 
listeners to pay creative people 
well “because it is the good people 
that we lose first. The drones, if 
any, stay on.” 

In addition to paying for crea- 
tivity and encouraging it, he also 
urged (1) better communication 
between all members of the agency 
that are likely to be concerned 
with a particular account and (2) 
the “building of stature of your 
own people” with management 
customers or clients. 

“TI have never seen a case where 
this failed to inspire the man, help 
the client and enhance the status 
of the agency with him,” he said. 


® The status of advertising in oth- 
er Pacific nations, as reported to 
the convention by representatives 
of these nations, could probably be 
best summed up as follows: Al- 


though advertising in places like 
Australia, Japan, Hong Kong and 
the Philippines seems small by 
U. S. standards, the significant fig- 
ure that stands out in each case is 
the rate of growth that advertis- 
ing has experienced in countries 
like these since the end of World 
War II. 

Speaking for their respective 
countries were F. S. B. Rickards, 
Rickards Advertising Service Ltd., 
Melbourne; Juichi Odan, Dentsu 
Advertising, Tokyo; Michael Oc- 
pai, Cathay Ltd., Hong Kong, and 
Consul Emilio Bejesa, who repre- 
sents the Philippines in Hawaii. 

In addition to their remarks on 
advertising conditions in their re- 
spective countries, slides of mag- 
azine and newspaper ads in these 
countries were shown and tape re- 
cordings of radio broadcast com- 
mercials, many of them in native 
dialects, were played. The latter 
ranged from a Noel Cowardesque 
Australian commercial for plastic 
furniture to a jingle in Tagalog 
urging people able to brush teeth 
only once a day to use “Gleem- 
Gleem-Gleem.” 


s Hawaii itself knows it has been 
dependent in the past on “sugar, 
pineapple and the defense budget,” 
according to George Mason, direc- 
tor of the economic planning and 
coordination authority, Territory 
of Hawaii. In its efforts to achieve 
a more diversified economic base, 
Hawaii “is well on the road to suc- 
cess,” according to Mr. Mason. 

A bright future for the travel 
and resort industries was painted 
for the convention by Randolph 
Sevier, president of Matson Navi- 
gation Co., Honolulu. 


s New officers elected to serve 
for the coming year are John 
Hoefer, Hoefer, Dieterich & Brown, 
San Francisco, president; Nelson 
Carter, Foote, Cone & Belding, Los 
Angeles, senior vp; Mrs. Billye 
Luedtke, of Billyes, Stockton, vp at 
large; Richard Ryan, KLOK, San 
Jose, secretary, and Don Ostensoe, 
First National Bank, Portland, 
treasurer. # 


70 Advertisers to 
Exhibit at 17-Day 
Chicagoland Fair 


Cuicaco, June 27—At least 70 
advertisers will bask in the lime- 
light of the Chicagoland Fair to be 
staged at Navy Pier here June 28- 
July 14. They will be exhibitors at 
a public exhibition sponsored by 
the Chicago Assn. of Commerce 
and Industry to spotlight Chicago 
area opportunities, for individuals 
as well as companies. 

Attendance is expected to ex- 
ceed 500,000 persons. Entertain- 
ment of various sorts will be fea- 
tured throughout the fair, but ma- 
jor attention is expected to focus 
on new Chicago area job oppor- 
tunities to be spelled out by the 
exhibitors as well as the fair spon- 
sors. 

Special days and events will 
highlight Illinois, Indiana, Wiscon- 
sin and Iowa. Anticipated industri- 
al growth in all these states from 
the St. Lawrence seaway will be 
heavily emphasized during the 
fair. + 


GE Names Hoag & Provandie 

General Electric Co.’s_ small 
aircraft engine department, Lynn, 
Mass., has appointed Hoag & Pro- 
vandie, Boston, to handle recruit- 
ing advertising for engineers and 
other professional personnel. This 
is a new appointment. Newspapers, 
magazines, radio and television 
will be used. 


TRAVELER—Anthony O. David, presi- 
dent of Great Wall Advertising Co., 
Manila agency for Philip Morris 
Inc. and Parker Pen Co., is shown 
at a U. S. airport en route from 
stateside meetings to the Honolulu 
convention of the Advertising Assn. 
of the West. 


Capper Completes 
Revamp of Sales 
Organization 


TOPEKA, June 28—Oscar S. 
Stauffer, president of Capper Pub- 
lications, has announced a new 
streamlined national advertising 
organization, with sales offices in 
New York, Cleveland, Chicago, To- 
peka and Los Angeles. Earlier he 
had promoted Phil D. Walker, for- 
merly manager of Household Mag- 
azine, to the post of general man- 
ager of the magazine division, 
Capper Publications (AA, June 
17). 

The new sales organization pro- 
vides for local sales managers for 
Household and for the Capper farm 
papers in New York, Cleveland 
and Chicago, and for national sales 
managers for Household and Cap- 
per farm papers. 

John Coleman becomes western 
sales manager for the Capper farm 
papers, and John McFaddin, west- 


ern sales manager, Household, 
Chicago. 
Felix Morris is central sales 


manager of the Capper farm pa- 
pers, and Jerry Warren, central 
sales manager, Household Maga- 
zine, Cleveland. 


s Edward J. Nicholls is eastern 
sales manager of Capper farm pa- 
pers, and Raymond B. Patten, east- 
ern sales manager of Household 
Magazine, New York. 

John Wood is named manager of 
the Topeka territory sales office 
for all Capper magazines. Jack 
Gillies, Los Angeles, is in the same 
capacity for the West Coast. 

Robert I. Williams, formerly 
central sales representative for 
Household, Cleveland territory, is 
appointed national sales manager 
for Household Magazine. Richard 
Whiteman, formerly Chicago man- 
ager, Capper Publications, is ap- 
pointed national sales manager for 
the Capper farm papers, head- 
quartering in New York. 

Ken Constant, director of adver- 
tising, is designated general sales 
manager, Capper Publications. 


s Previously Wallace D. Inman, 
formerly editor of Capper’s Far- 
mer, was named assistant manag- 
er. David W. Klinger, managing 
editor, succeeded him, and William 
A. Conaway was named assistant 
manager of Household. + 


Taylor Joins Geyer 

Harold M. Taylor, formerly an 
art director of Benton & Bowles, 
has joined Geyer Advertising, New 
York, as head of the art group on 
Boyle-Midway, a subsidiary of 


American Home Products Corp. 


|'U.S. News’ Censored 


‘Summerfield Reply, 
Sen. Johnston Says 


WASHINGTON, June 26—A debate 
in print between Postmaster Gen- 
eral Arthur Summerfield and Sen. 
Olin Johnston (D., S.C.) in U.S. 
News & World Report backfired 
today, with Sen. Johnston telling 
the Senate that U.S. News & World 
Report had “censored” the materi- 
al he submitted. 

The senator said he contacted 
the publication after it carried a 
15-page interview with Mr. Sum- 
merfield in its May 24 issue. As 
chairman of the Senate post office 
committee, he telegraphed David 
Lawrence, publisher of the maga- 
zine, for an opportunity to reply. 
He said Carson Lyman, managing 
editor, agreed that the publication 
would print his reply in a future 
issue. 

In the Senate today he com- 
plained his reply, which would 
have filled five or six pages, had 
been trimmed by 25%, and the two 
“very enlightening charts” he had 
submitted had been “discarded.” 


s “I know it will shock members 
of the Senate, as it did me, to 
learn that Mr. Lawrence took it 
upon himself to trim 25% of my 
manuscript—and I might say the 
most telling arguments—without 
so much as a phone call to let me 
know what he was up to,” the sen- 
ator complained. 

“I recognize that Mr. Lawrence 
had no obligation to accept for 
publication an article prepared by 
me. I feel strongly, however, that 
once having agreed to print the 
article, he violated the code of a 
newspaper man and _ publisher 
when he performed major surgery 
on my manuscript without first 
notifying me of his intention to do 
so.” 


® In a letter to Sen. Johnston to- 
day, Mr. Lyman said that in ac- 
cordance with standard policy his 
desk editors omitted portions of the 
article which raised issues involv- 
ing personal controversies. He said 
this policy is followed because to 
do otherwise inevitably leads to 
demands for interminable rebuttal. 

Mr. Lyman noted there had been 
no reference to Sen. Johnston per- 
sonally in the original interview 
which the Postmaster General gave 
the publication. “It might interest 
you to know,” he added, “that in 
the original interview with the 
Postmaster General, certain refer- 
ences by Mr. Summerfield to mem- 
bers of Congress which seemed to 
be of a personal nature were also 
eliminated by us.” 


s Mr. Lyman said the three pages 
devoted to the reply were more 
than U.S. News & World Report 
ordinarily gives to reply articles. 
While he said “we do not feel that 
any senator or anyone else outside 
our organization has the right to 
decide how much space shall be 
given in our magazine to articles 
submitted to us,” Mr. Lyman said 
there was no reason why the sen- 
ator could not have seen the final 
proofs, if he had requested them. 

Mr. Lyman said it was “an in- 
justice” to accuse Mr. Lawrence of 
cutting the article, since the news 
content of the magazine was in 
charge of the managing editor. In 
courtesy to Mr. Lawrence and to 
U.S. News & World Report, he re- 
quested that the letter of explana- 
tion be inserted in “The Congres- 
sional Record.” # 


Johnson Joins Walker 

Curran A. Johnson, former vp of 
Hemphill Inc., manufacturer of au- 
tomatic brakes for autos, has been 
named an account supervisor of 
W. S. Walker Advertising, Pitts- 
burgh. 
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Obscenity Rulings 
Split High Court 


WaAsuHINcTON, June 24—The Su- 
preme Court gave federal and local 
officials sharp weapons against 
“obscene” literature today, in a 
series of three decisions upholding 
laws which permit suppression of 
materials which “offend the com- 
mon conscience of the community 
by present-day standards.” 

On the basic issue of whether 
federal postal laws banning ob- 
scene materials conflict with the 
First Amendment, the court divid- 
ed 6-3, with the majority holding 
that obscenity is outside the area 
of protected speech and press. 


® Writing for the majority, Justice 
Brennan asserted protection of 
speech and press was fashioned to 
assure unfettered interchange of 
ideas for bringing about political 
and social changes desired by the 
people. 

He said all ideas having the 
slightest redeeming social impor- 
tance—unorthodox ideas, contro- 
versial ideas, even ideas hateful 
to the prevailing climate of opin- 
ion—have protection. “But implicit 
in the history of the First Amend- 
ment is the rejection of obscenity 
as utterly without redeeming social 
importance,” he said. 


® One dissent, by Justice William 
O. Douglas, protested that the 
court’s decisions make the legality 
of a publication turn on the purity 
of thought which a book or tract 
instills in the mind of the reader. 
“By these standards,” he com- 
plained, “punishment is inflicted 
for thoughts provoked, not for 
overt acts nor anti-social conduct.” 

Challenging the standard used 
by the majority, he argued: “If 
we were certain that impurity of 
sexual thoughts impelled action, 
we would be on less dangerous 
ground in punishing the distribu- 
tors of this sex literature.” 


® Turning to the constitutional is- 
sue, he said the standards of “what 
offends the common conscience of 
the community” conflicts with the 
command that Congress shall make 
no law abridging freedom of speech 
or press. 

“Any test that turns on what is 
offensive to the community’s 
standards is too loose, too capri- 
cious, too destructive of freedom of 
expression to be squared with the 
First Amendment. Under that test, 
juries can censor, suppress, and 
punish what they don’t like, pro- 
vided the matter relates to ‘sexual 
impurity’ or has a tendency ‘to 
excite lustful thoughts.’ This is 
community censorship in one of 
its worst forms. It creates a regime 
where, in the battle between the 
literati and the philistines, the 
philistines are certain to win.” 


s In a separate dissent, Justice 
Harlan agreed that states could 
regulate obscenity, but that the 
federal government could not leg- 
islate in this field without violating 
the First Amendment. He said dif- 
ferent states have different atti- 
tudes toward the same work of 
literature. 

Three cases were before the 
court. One involved postal laws 
banning the mailing of obscene 
materials. The other two involved 
obscenity laws of California and 
New York. 

In the New York case the court 
divided 5-4 with Justice Brennan 
joining the dissenters. He objected 
to the New York law because it 
does not provide for jury trial, 


|which he considered necessary if 
| the “conscience of the community” 
ltest is to be used. # 
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The Bulletin goes home...delivers more copies to more families 


every seven days in Greater Philadelphia than any other newspaper 


For drugs, health aids and toiletries, the people of Greater 
Philadelphia spend $168,037,000 each year. Why do they prefer 
certain products? Largely because of the advertising they read 
in their home newspaper—The Evening and Sunday Bulletin. And 
advertisers get a big selling plus in this newspaper with R.O. P. 
spot and full COLOR—available both evening and Sunday— 


seven days a week! 


The Bulletin exerts a powerful influence on the buying habits 
of its readers. Philadelphians like The Bulletin. They buy it, 
read it, trust it and respond to the advertising in it. The Bulletin 
is Philadelphia’s home newspaper. 


Advertising Offices: Philadelphia, 30th and Market Streets * New York, 
342 Madison Ave. * Chicago, 520 N. Michigan Ave. Representatives: Sawyer 
Ferguson Walker Co., Detroit + Atlanta * Los Angeles * San Francisco * Seattle 


In Philadelphia nearly everybody reads The Bulletin 
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LARGEST 


DAIL 


CIRCULATION IN TEXAS 


and in Houston, just look at the difference..... 


22.007 


more city home-delivered than the Post, and 


62.999. 


MORE CITY HOME-DELIVERED THAN THE PRESS 
We Believe You'll Agree This Is an Amazing Testimony to Chronicle Reader Acceptance | 


a ——————— 


JOHN T. JONES, JR. President neo 
io HE BRANHAM COMPANY~— Natio pel Rebrcscutatives 


*Source: 

See publishers’ statements to the audit 
bureau of circulation for six-month 
period ending March 31, 1957. 
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CIRCULATION IN TEXAS 


an all-time high for any Texas newspaper! 


never before has any Texas newspaper 
enjoyed such tremendous reader acceptance 
as does The Houston Chronicle 


and in Houston, just look at the difference..... 


dood we 


MORE SUNDAY CITY CIRCULATION THAN HOUSTON’S OTHER SUNDAY PAPER! 
We Believe You'll Agree This Is an Amazing Testimony to Chronicle Reader Acceptance 
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The Editorial Viewpoint... 


Obscenity and the Supreme Court 


Reading the United Press dispatch from Washington Monday re- 
porting the action of the Supreme Court with reference to obscenity, 
we found ourselves chuckling, although normally we don’t think Su- 
preme Court decisions are especially humorous. 

But the decisions were filled with high-minded reiterations of what 
most of us have always known. For example, Justice Brennan’s opin- 
ion advised us that “obscenity is not...protected by the First 
Amendment” which guarantees free speech and freedom of the press. 
“Sex and obscenity are not synonymous,” the court told us, adding: 

“Obscene material is material which deals with sex in a manner 
appealing to prurient interest. The portrayal of sex, e.g., in art, liter- 
ature and scientific works, is not itself sufficient reason to deny ma- 
terial the constitutional protection of freedom of speech and press. 

“Sex, a great and mysterious motive force in human life, has in- 
disputably been a subject of absorbing interest to mankind through 
the ages; it is one of the vital problems of human interest and public 
concern.” 

We chuckled because we thought as we read the excerpts from the 
decision that this is not likely to be one of those deathless pieces of 
judicial prose. Not that it isn’t well done or pertinent. No. The prob- 
lem is simply that what is obscene here and now is not necessarily 
likely to be obscene there and then; and what is not obscene here and 
now may very well have been considered near the height of obscenity 
at some other time and place. Obscenity, like “good taste,” is not 
something subject to specific definition, and judicial essays on the 
subject can merely utter generalities. 

Fortunately, the advertising business has little interest in obscenity 
as a business problem. Very little advertising is accused of being ob- 
scene. But the same problem carries over into the realm of advertis- 
ing in good taste, with which advertisers are greatly concerned. 

From the advertising standpoint, if the Supreme Court decisions 
mean anything, they should serve as additional warning that care 
must be exercised to stay within the generally accepted levels of good 
taste which apply in present-day American society. And better by 
far to err on the side of conservatism than to take a chance on going a 
mite too far. 


Advertising Costs Go Up 


Last week ADVERTISING AGE printed an eight-year tabulation show- 
ing the percentage of sales devoted to advertising by the 722,000 ac- 
tive U. S. corporations in the year 1954. The data were taken from an 
analysis of corporate income tax returns. 

The figures showed an important trend: The percentage of sales 
going into advertising is rising steadily. For all corporations, it was 
0.85% of sales in 1947, and very nearly 1.1% in 1954. The figures are 
small, but this is an increase of about 27.3%. And remember—this is 
not an increase in dollar expenditures for advertising, but an increase 
in the proportion of the sales dollar that is devoted to advertising. 
Actual dollar expenditure figures have risen much more sharply. 

This trend will, in our opinion, continue for an indefinite period 
into the future. It may indeed be accelerated. It is due, as we have 
pointed out any number of times, to the fact that a high level con- 
sumption society, such as that in which we live, automatically calis 
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—Joe James, Dallas. 
“He slipped a tranquilizer in the martini and the client okayed 
the whole campaign, right down to the commas!” 


Seeds of Self-Destruction 

Among other factors that con- 
tributed to raise our standard of 
living, advertising, as it developed 
in the U. S., is among the most 
important. 

Advertising does not merely an- 
nounce the availability of a com- 
modity. Compare a British adver- 
tisement clothed, as it were, in 
mourning, with an American one. 
If British advertisements are by- 
and-large dourly presented, the 
American counterparts are fla- 
vored like delicious  viands, 
and sweetened for enticement. 
Though American advertisements 
carry within themselves the seed 
of their own success, they also 
hold the seeds of their own de- 
struction. 

One seed of self-destruction in 
untrue and overexaggerated ad- 
vertisements is the public disbelief 
which is creeping into adver- 
tising. The second one is the dan- 
ger that they may become absurd 
—nothing can destroy as effec- 
tively as ridicule. A third seed is 
adverse public opinion. 

—Monthly Bulletin, published by Di 


Cyan & Brown, consulting chemist, 
New York. 


Call Reports Fill the Gap 

The question of call reports al- 
ways seems to appear in the dis- 
cussion of sales management. The 
way it is sometimes discussed I 
get confused and wonder if per- 
haps I’m not listening to a discus- 
sion on how to sell shoelaces door 
to door. I have always found that 
the use of comprehensive call re- 
ports for advertising space sales- 
|men is an important tool for the 
sales manager. Call reports not 
only provide information but moti- 
vation. Call reports motivate sales- 
men when they give him satisfac- 
|tion of participation and recogni- 
ition. It’s generally recognized that 
productivity has direct relation to 


for greater sales effort and therefore greater advertising effort. 

We continue to emphasize this trend—and its reasons—because we 
feel that everyone in the advertising business should recognize the 
realities of the situation and be able to explain them. Above all, no 
one in advertising should ever feel that the rising percentage of sales 
going into advertising calls for a defensive attitude. 


What They're Saying... 


the closeness of supervision. In 
pore communications are not as 
conveniently or easily achieved as 
in clerical or manufacturing oper- 
ations. The gap that exists in su- 
pervision must be made up with 
written or spoken words which 
results in the call report. I men- 
tioned spoken words because of an 
increasing trend towards the use 
of dictating or recording equip- 
ment by the salesmen in prepar- 
ing call reports. 

~John J. Evans, vp, Fairbanks Asso- 

ciates, Greenwich, Conn., speaking be- 


fore the Chicago Business Publications 
Assn. 


Advertising Is the Bellows 

The importance of advertising in 
America’s prosperity cannot be 
overestimated, Advertising is the 
| bellows that we direct against the 
firebox of consumption. The re- 
|sulting flame is a continuing de- 
sire for goods and services that ac- 
tivates distribution to the broad 
masses of the people. This is the 
American dream come true, and 
the dream of the world yet to be 
realized. Above all, this is the ac- 
complishment of free capital and 
free enterprise working together. 

~—Harry A. Bullis, chairman of the 

board, General Mills Inc., in accepting 


an award from the Free Enterprise 
Awards Assn. in New York. 


Quiet, Please 

In a_ proofroom, composing 
room, or printshop where the su- 
pervisor or foreman likes and tol- 
erates a high volume of unneces- 
sary noise, a proofreader should 
not be expected to turn out work 
notable for either quantity or ac- 
curacy. A customer who inexpli- 
cably switches his work to an- 
other shop may willingly be 
paying a higher price elsewhere 
for more intelligent cooperation, 
especially on copy-preparation, 
typography, and proofreading. 


—The Proofreader, published periodi- 
cally by Proofreaders Guild, Chicago. 


Advertising Age, July 1, 1957 


Rough Proofs 


Now that General Motors is to 
market two of its foreign made 
cars in the United States, it won’t 
be necessary to go to all the trou- 
ble and expense of a European 
trip in order to get one. 


Licensed Beverage Industries 
members are concerned about the 
growing volume of moonshining. 

The Federal Trade Commission 
would undoubtedly regard this as 
an aggravated case of unfair com- 
petition. 

° 

“Tv comic’s lot not necessarily 
happy one,” headlines AA. 

But unlike Gilbert & Sullivan’s 
policeman, the tv comic can often 
collect his pay even while sitting 
it out. 


The reason the Fund for the Re- 
public is buying space in which to 
report its studies is so it can say 
exactly what it wants to say. 

It has discovered one of the great 
advantages of the advertising 
method. 

. 


Cyril G. Fox, president of Fels 
& Co., says Procter & Gamble is 
the best run corporation in the U.S. 

He talks just like a competitor 
of the New York Yankees. 


A visitor from Mars, noting the 
volume and variety of advertising 
for pens and pencils at this gradu- 
ation season, would be justified in 
concluding that this is the most 
literate country in the entire solar 
system. 

e 


Arthur C. Nielsen Jr. remarks 
philosophically that condemning 
the rating services “may be fun 
and give vent to pent-up emo- 
tions.” 

Many a kid with a bad report 
card enjoys tossing’ brickbats 
through the school windows. 


“Please do not regard this as an 
opportunity to invest, as we have 
no stock for sale,” says an agency 
classified ad. 

That’s a good example of how 
to win friends, etc. 


C. O. Hurly says television is a 
monster which has been “babied, 
humored and spoiled by advertis- 
ers.” 

If so, the situation is rapidly tak- 
ing on a new look. 


“The U.S. Information Agency,” 
says Alton Ketchum, “is one of 
the few government agencies 
which has nobody to lobby for it.” 

It could get some good pointers 
from Postmaster General Summer- 
field. 

. 


Judging from the tone of that 
new study on non-food merchan- 
dising made by the Super Market 
Institute, the grocers may be get- 
ting ready to return to the grocery 
business. 

. 


Dr. Philip L. White of the AMA 
reassured the National Livestock & 
Meat Board on the subject of 
cholesterol as a contributing factor 
in heart disease, 

Okay, go ahead and order your 
breakfast bacon and eggs. 
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are you getting 


your share 


of today’s 


Brand names that are sold to Young Women Under 20 today become their BUY- words 
for a lifetime. NOW is the time to reach these Young Women-— while their buying habits 
are being fixed. 


seventeen completely dominates the Under-20 market! 


Three issues of SEVENTEEN reach 75% of ALL the Young Women Under 20 in America® 
the most complete saturation of a market in the magazine field. 


QOTUIIED sita.1.0 prctuats ...g0r0 ACTION 


41.8% of ALL teen-age girls in America have actually purchased merchandise they saw 
advertised in SEVENTEEN: It’s the magazine they believe in, live by and BUY from. 


I ae os ada iis enernet 


By 1967 the vast market of 8,500,000 Young Women Under 20 will increase by more than 
46%, while the 26-40 age-group will decrease 6%. To get your share of these BRAND- 
new customers, do as so many leading advertisers are doing... sell in SEVENTEEN! 


*Gilbert Youth Research Survey 


it’s easier to START a habit than to STOP one! 


SEVENTEEN MAGAZINE, 488 Madison Avenue, N. Y. 22 * PLaza 9-6100 


RAN D new customers”? 
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At 11:00 AM (E.S.T.), 

vrtetetetetetetetet ste e ca eee | February 15, 1957 
ae os United States population 

passed the 170 million mark. 

On February 15, 1982 

the population will approximate 

225 million. 


Never again will U. S. workers have only 170 million people to provide for. During 
the next 25 years, the sale of food, clothing, housing, cars, appliances—everything — 
will dwarf the biggest years we’ve known. 


4,200,000 babies in 1956 (approz.) 

6,375,000 babies in 1982 ‘est. 

1,110,000 new houses in 1956 (approz.) 
2,300,000 new houses needed during 1982 (est. 


$9.1 billion spent for advertising in 1956 (approz.) 
$12.6 billion will be spent in 1982 (est. 


Broadcasting’s bright opportunities are charted through trends toward more leisure 
time—urban decentralization—and greater needs for better and more efficient adver- 
tising patterns. Broadcasting’s greatest opportunity to sell, and serve, lies ahead. 


TRLEVISIOwn Midwest 
STATIONS WHO-TV—Des Moines 1 


Weet WOC-TV—Davenport 6 NBC ; 
eee — Boise WDSM-TV—Duluth-Superior 6 NBC . ee and 
Ree Denver WDAY-TV—Fargo 6 NBC-ABC J-¥F— Detroit 
— se KMBC-TV—Kansas City 9 ABC WJIM-TV—Lansing 
WISC-TV—Madison, Wis. 3 CBS WPIX—New York 
WCCO-TV—Minneapolis-St. Paul 4 CBS KDKA-TV—Pittsburgh 
WROC-TV—Rochester 


KRQ —San Francisco 


KFDM-TV—Beaumont 6 CBS heiatteiintt iad 
KRIS-TV—Corpus Christi 6 NBC WCSC-TV—Charleston, S. GEE 
WBAP-TV—Ft. Worth-Dallas 5 ABC-NBC WIS-TV—Columbia, S. c. J 
KENS-TV—San Antonio 5 CBS WSVA-TV—Harrisonburg, Vann 
i WFG 
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better news—higher levels of entertainment— more events 


As Broadcasters we pledge our best efforts to provide — 
of public importance and community interest. 


Opportunity means responsibility to these bigger audiences. 


In 1956 U.S. homes with color TV passed 100,000 


58 million will have color TV in 1982 est.) 


128 million home and car radio sets in 1956 (approz.) 
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U.S. population will increase 33% % by 1982 ‘est.) 


Some market areas will increase 150 [o(est.) 


exclusive Station Representatives P.G.W. pledges its best 


efforts toward simplifying the use of spot broadcasting — 
assembling meaningful market information — maintaining 


Opportunity means responsibility to advertisers. As 
accurate station data. 


WHO— Des Moines 


RADIO 
STATIONS 


WOC— Davenport 
WDZ—Decatur 


mee and 
gtield 51,000 


5,09 


WDSM— Duluth-Superior 


WDAY —Fargo 


Boise 


—Cleveland 


WWJ —Detroit 
WJIM—Lansing 


5,000 
50,000 


-KHBC—Honolulu- 


KGN 


WwOWO—Fort Wayne 


Hilo 


WIRE—Indianapolis 


Portland 
beattle 


KDKA—Pittsburgh 


KMBC-KFRM—Kansas City 5,000 


WwiSC—Madison, Wis. 


WMBD—Peoria 


KIF 


1, 


ee 


Southeast 
wcSC—Charleston, S. 
wiST—Charlotte 


wiS—Columbia, S. C. 


5,000 
1,000 


—Corpus Christi 


KFDM—Beaumont 


—Raleigh-Du 


WOBJ—Roanoke 


Oo 


Yorth-Dallas 50,09 


tions listed on these 


vision s 


The radio and tele 


pages salute their Pioneer National Representatives 


PETERS, GRIFFIN, WOODWARD, wwe. 


as the company enters its second twenty-five years. 


Ante RK. 
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OSWALD G. VILLARD, JR., 
recipient of the IRE Morris 
Liebman Memorial Prize, 1957 
.. . for a recent important 
contribution to the radio art. 


IRE pays tribute to Oswald G. Villard, 
Jr., for his contributions to “Burst” 
communication by means of intermit- 
tent reflection from meteor trails— 
work so secret that it has not yet been 
fully declassified by our government. 
Sixty miles above the earth ionized 
particles in meteor trails have tossed 
radio waves back to our shrinking 
world. Through the discovery of inter- 
mittent reflection, effective transmis- 
sion of voice and teletype is now 
possible over longer range and at lower 
power. 

Radio is a way of thinking big about 
the world of tomorrow. The Institute 
of Radio Engineers is a professional 
Society of nearly 60,000 men devoted 
to a better world for you through the 
advancement of their science and their 
field of specialization. They read the 
official publication of their Society, 
Proceedings of the IRE — the only 
engineering journal in the radio-elec- 
tronics industry exclusively edited by 


@ 


remembers the man 


THE INSTITUTE OF RADIO ENGINEERS 


Proceedings of the IRE 


ADV. DEPT., 1475 B'WAY, NEW YORK 36, N.Y. » CHICAGO © CLEVELAND « SAN FRANCISCO » LOS 


for 


exploring 


and for radio-electronics engineers. 

As science-fiction fantasy is con- 
verted to fact, the detailed realities 
first appear in Proceedings. Original, 
authoritative articles by the men re- 
sponsible for these radio miracles con- 
tinue to keep IRE members informed 
as idea based on idea is advanced. 
Earth satellites, FM, TV, color TV, 
VLF, radar, computers, transistors, 
solid state electronics, scatter propa- 
gation, single sideband . . . revolution- 
ary concepts in radio-electronics all 
started and developed in Proceedings 
of the IRE. 


In radio everything is possible . . 
and IRE remembers the men who 
make it so. Small wonder that IRE is 
remembered in return. Best way to get 
products remembered, if they are sold 
in the radio-electronics field, is through 
advertising on the pages of Proceedings 
of the IRE. If you want to sell the 
radio industry, you've got to tell the 
radio engineer! 


Kahl Elected President 
of NY AMA Chapter 

Robert E. Kahl, Borden Co.’s na- 
tional advertising manager in 
charge of merchandising and re- 
search, has been elected presi- 
dent of the New York chapter of 
the American Marketing Assn. He 
succeeds Herbert Breseman, di- 
rector of research of Life. 

Other new officers are Joseph 
B. Doyle, General Foods, vp; John 
E. Murphy, Bristol-Myers, secre- 
tary, and Morton M. Vitriol, Hiram 
Walker, treasurer. New directors 
are Henry Halpern, MacManus, 
John & Adams, and Howard T. 
Hovde, Econometric Institute. 


Lady Esther Names Reed 

Kay Reed, formerly assistant 
advertising manager, has been 
promoted to advertising manager 
of the Lady Esther division of 
Chemway Corp., New York. She 
succeeds Milton Samuels, former- 
ly advertising sales manager, who 
was named general manager of 
the division in August, 1955. The 
ad manager position had been va- 
cant since then. 


R J. Reynolds Will Expand 

The R. J. Reynolds Tobacco Co. 
will invest $35,000,000 for new ex- 
pansion in the Winston-Salem 
N.C., area. The company will build 
a new cigaret plant, a new tobacco 
stemming plant and new leaf stor- 
age facilities. 


Ted Cott Joins NTA 

Ted Cott has resigned as vp of 
DuMont Broadcasting Corp., New 
York, to join National Telefilm 
Associates, tv film distributor, 
New York, as a general executive. 


NIELSEN NCS NO. 2 


You Might Win 7 National Tennis Championships * 


BUT. « « YOU NEED WKZO RADIO 


TO WIN SALES 
IN KALAMAZOO-BATTLE CREEK 
AND GREATER WESTERN MICHIGAN! 


WKZO—CBS for Kalamazoo-Battle Creek and Greater 
Western Michigan—is one of America’s most obvious 


Associa 


NOVEMBER, 1956 
| 
DAYTIME 
Radio Monthly | Weekly Daily competitor . 
Homes Homes NCS NCS 
Station | In Area | Reached Cire. Cire. 
WKZO | 208,450| 107,490| 95,520 | 67,470 
| 8 106,570| 43,420| 38,670 | 25.630 
-WVv- 
y it, ". 
a 


“ the Felyer Sations 


WKZO.TV — GRAND RAPIDS-KALAMAZOO 
WKZO RADIO — KALAMAZOO-BATTLE CREEK 
WJEF RADIO — GRAND RAPIDS 

WJEF-FM — GRAND RAPIDS KALAMAZOO 
KOLN-TY — ep — 


WMAD RADION PEORIA, ILLINOIS 


radio buys. Nielsen figures, left, show that WKZO de- 
livers over 214 times as many radio homes as its nearest 
.. and WKZO has almost twice the share 


of audience, according to Pulse! 


Take a good look at those November 1956 Nielson fig- 
ures. WKZO actually delivers 56% more homes daily 


than the second station can deliver monthly! 


Your Avery-Knodel man has all the facts. 


WKZO 


CBS RADIO FOR KALAMAZOO-BATITLE CREEK 
AND GREATER WESTERN MICHIGAN 


Avery-Knodel, Inc., Exclusive National Representatives 
* Bill Tilden did it in 1920, 1921, 1922, 1923, 1924, 1925, and 1929. 


Advertising Age, July 1, 1957 


Getting Personal 


Chicago marketing research circles are likely to become famous 
for other things besides analyzing advertising effectiveness, studying 
market potentials, delving into motivations, and the like. The group 
includes a number of jazz musicians who like the sound of their own 
instruments. At the American Marketing Assn. convention in Detroit 
last week, they took advantage of an open night to rent some instru- 
ments and blow up a storm for other delegates—and a mighty storm 
it was, too. Don Kanter of Tatham-Laird (clarinet), and Les Delano 
of North Advertising (tenor sax), who occasionally blow together, 
were joined by Bernie Katz of Helene Curtis at the piano and Ed 
Faisan of Leo Burnett Co. at the bongo drums. Ed Wilmotte of Work- 
man Service took care of the castinets and the serving of liquid re- 
freshments (also supplied gratis by the hot-lick boys) ... 

Three Clevelanders—William Weaver, vp, Griswold-Eshleman 
agency, Wilmer Cordes, general staff manager, American Steel & 
Wire, and Will J. Feddery, Hardware Age, celebrate their birthdays 
on June 6, and for the past 
11 years have had their 
birthday luncheon together. 
Will Feddery is in his 44th 
year with the same publica- 
tion in the same territory... 

Walter C. Krause, vp of 
McCann-Erickson Inc., Chi- 
cago, has been elected a di- 
rector of the Executives’ 
Club of Chicago... Ray 
Rode, executive secretary of 
the Northwest Daily Press 
Assn., Minneapolis, and his 
wife, Betty, are parents of 
their fourth daughter—Shel- 
ley Jane ... Bill Ahern, a 
vp of John O’Rourke Adver- 
tising, San Francisco, and his 
wife, Evelyn, have become 
parents of their second child, 
a second daughter named 
Ann Kelley. . . 

Layout man Barney Don- 
ley, of Art Forum Studio, 
Chicago, was married to Bar- 
bara Bronars on June 3, in 
Waukegan, Ill. The couple 
honeymooned for a week in 
Wisconsin. Tom Donley, Bar- 
ney’s 18-year-old son, is also 
working at Art Forum Stu- 
dio, as an apprentice. . . 

John S. Hayes, president of 
the Washington Post broad- 
cast division, has been named as a director of the national board of 
the United Community Funds and Councils of America. . . 


Brian MacCabe, managing director of Foote, Cone & Belding Ltd., 
London, has won the Publicity Club of London Cup, awarded an- 
nually for the most signal contribution to advertising. . 


Nick Popa, pr director of Byer & Bowman Advertising Agency, 
Columbus, O., scored his first hole-in-one at the Brookside Country 
Club on June 8. He used a 9 iron on the 130-yard hole, while play- 
ing in a drizzle. The foursome included Jim Amento, president, Au- 
gust Wagner Breweries, Columbus; George O’Donnell, district man- 
ager, Owens-Illinois; and Logan Cuppy, Nationwide Insurance exec. 
A six-handicap player, Popa finished with an 80. . . 

John F. Aspey Jr., director of advertising and sales promotion of 
Black & Decker Mfg. Co., Towson, Md., received the company’s 30- 
year service pin recently, presented by Robert D. Black, president of 
the company... 

H. W. Mateer, retiring publisher, and Shelton Fisher, new pub- 
lisher of Electrical Merchandising, were hosts at an advertising 
luncheon at Kungsholm, Chicago, during the summer appliance and 
furniture market to celebrate the magazine’s 50th anniversary. 
Guests received souvenir ash trays as a memento of the occasion. 
Mr. Mateer will devote his time hereafter to Electronics and Nu- 
cleonics, other McGraw-Hill publications of which he is publisher. . 

Keith J. Evans, marketing consultant of Jos. T. Ryerson & Son, 
Chicago, and the founder and first president of National Industrial 
Advertisers Assn., was the only advertiser who attended both the 
initial conference in Milwaukee in 1922 and the recent NIAA gath- 
ering in New York. Conover-Mast, which featured a picture of the 
first meeting in a page ad in the New York Herald Tribune, pre- 
sented Mr. Evans with a Ronson lighter in honor of his attendance 
at both sessions. . . 

Mixing public relations and advertising, Hudson Meyer, vp in 
charge of the New York office of Caples Co., and Jane Kilbourne, 
head of women’s pr for Pan-American Airways, have been married. 
The travel industry brought them together, as Caples specializes in 
travel accounts... 

Raymond B. Jones, vp-sales for John B. Stetson Co., Philadelphia, 
has retired after 50 years of service. He received a set of matched 
golf clubs from co-workers and a gold watch from the firm . 

Jamison Handy, president of The Jam Handy Organization, De- 
troit, received a Doctor of Education degree from the Detroit Insti- 
tute of Technology. The citation is “for outstanding contributions 
to education, to industry, to religion, to physical education and to 
the nation.” ... 

The Los Angeles Junior Adclub’s choice for “Outstanding Young 
Business Man of 1957” is Jack W. Minor, 36-year-old vp in charge 
of sales for Plymouth division of Chrysler Corp... 

It was strictly a family party Earle Ludgin gave to celebrate the 
30th anniversary of Earle Ludgin & Co., Chicago. Husbands and 
wives and kids—and a fine time for all... 


KING FOR DAY—When Allen Flou- 
ton, senior vp at Compton Adver- 
tising, New York, came to work on 
his 20th anniversary with agency. 
he found his office converted into 


a throne room, Besides gag gifts, 
he got a watch, a briefcase and an 
apothecary jar filled with candies 
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86./% of those living in urban 


households of 4 or more people 
read outdoor posters!” ures 


*From Starch Continuing Study of Outdoor Advertising 


OUTDOOR ADVERTISING INC. 


NATIONAL SALES REPRESENTATIVE OF THE OUTDOOR MEDIUM 


60 EAST 42ND STREET, NEW YORK 17, W.Y.+ ATLANTA + BOSTON + CHICAGO > DALLAS + DETROIT + HOUSTON + LOS ANGELES + PHILADELPHIA ST. LOUIS + SAN FRANCISCO ~ SEATTLE 
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Support grows for forests and foresters. The great northwest lumber industry depends on ageless forests but has very mod- 
ern problems. James Stevens, West Coast Lumberman’s Association, explains: “LIFE’s report on northwest lumber in- 
dustry had giant impact. Recognition of problems confronting the industry encouraged small and large foresters to continue 


their efforts in planned forestry. LIFE gained public support; helped stimulate growth of the entire industry.” 


How people respond to LIFER 


Bete cee 


Teacher's pictures make the grade. In 1955 LIFE printed 


Emmons Williams’ spontaneous “Report Card Story.” 


Hi 


He says: “LIFE sold out in our area. Judges, corporation 


executives wrote urging the children to ‘forge ahead.’ 


Many grades improved markedly. I got letters from edu- 


cators everywhere congratulating me on the pictures.” 


at, A 

Busy mother gets busier. LIFE’s 1955 story on her “80- — Psychologist looks ahead. When LIFE reported on U. of 

2 Hour Week” brought Mrs. Delmer Tweten a lot of ex- | Washington’s Dr. Paul Horst and his academic form chart 
citement and letters from as far away as Germany. She _ to forecast students’ grades, he said: ““Tremendous inter- 
adds: ‘We appeared on TV and won a trip to Holly- est was whipped up among students. Universities re- 
wood, Even now strangers recognize us and comment _ quested details; I was invited to talk about the guidance 


on the LIFE article that started it all,”’ plan before educators’ groups across the country.” 
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New comet discovered. LIFE’s 1955 article on the Amateur Astro- 


nomical Society led to a 500% increase in junior membership. Two of 
the boys discovered a new comet. Advisor-author Florence A. Grondal 
adds: “LIFE is responsible for our successful junior program.” 


a 2 


Boating booms. “‘LIFE’s wonderful coverage of boating Jet advance aired. “LIFE’s °55 article on the first com- Concert echoes far and wide. Symphony Conductor Milton 
(1955) made a big splash,” says Charles J. Frisbie, past mercial jet order —for Boeing 707 Jet,Stratoliners— 
Commodore Corinthian Yacht Club, “for Seattle has — brought huge response from air-minded U.S.,” notes 
the second largest boat registration in the world.” J. Bruce Connelly, V.P. Boeing Airplane Company. 


SEATTLE 


IFE leaves a lasting impression on the people and communities it 
reaches—and covers. That’s because though LIFE’s scope is world- 


Katims who delights in taking great music to people informally 
writes: “After LIFE’s 1955 story on our musical family night, 
requests snowballed for similar concerts elsewhere.” 


wide, LIFE’s impact is uniquely personal. LIFE moves people to thought 
and action because people respond to LIFE—and keep on responding. 

A typically responsive LIFE community is Seattle, the fabulous north- 
west port. If the spirit of the Indian Chief, Seattle, returned, he'd still find 
the ice-cream cone peak of Mt. Rainier .. . lush green forests . . . deep blue 
lakes. But he'd never recognize the traffic jams on the water... the busy 


Experience shard. Mrs. John Stouffer says, “Just a week ago a couple 


visited our home seeking information about our inspiring experience 


coming and going of traders, tourists and residents. Practically everyone 


owns a boat—and parks it outside his home. Where else could an obstetri- (‘A Father Sees His Child Born,’ LIFE 1955). They and hundreds 

cian go sailing while his wife runs up diapers on a flagpole at the dock to more who wrote us were so moved by the story that they still write, 
ece ae : and many have become good friends. My mother, a nurse in Los 
" signify a patient’s departure for the hospital? : 


Angeles, says my story made her a celebrity, too!” 
Business flourishes in Seattle. LIFE families flourish, too, from teeming 


International District to peaceful Queen Anne Hill where roses often bloom 
on Christmas Day. 


Beauty wins friends. Beverly 
Kaye Solid, “All-American 
Seattle is so full of life that LIFE is a natural for it. As it does through- a: age cen See 
= al : (LIFE °56) says: “Having my 
out the country, LIFE reaches 3 out of 5 Seattle households in a 13-week 


picture in LIFE brought the 
period and plays an important role regularly. whole world close. I received 


= . ‘ 2 hundreds of letters and am 
ve Here are stories of some Seattle residents who can personally testify to 


: still receiving mail, but the 
the fact that people everywhere respond to LIFE with the result that excit- letter I prize most is from a 


ing things happen—and keep on happening—to the individuals, the busi- college student in Kyoto, Ja- 
, nesses, the products that appear in LIFE. pan, bn portect ERE See 
plimenting me and wishing 
me good fortune.” 


B24 9 Rockefeller Plaza, New York 20, N. Y. 
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Ad Assn. of West 
Honors Best Ads 


Hono.utv, June 27—Awards 
were presented in various cate- 
gories for advertising at the 54th 
annual convention of the Adver- 
tising Assn. of the West, which was 
held here this week. Categories 
covered most major media plus 
special awards by companies, pub- 
lications and memorials. 

Following are the first place 
award winners: 

Television (local advertisers, 
film commercials, one minute or 
less): Frank Taylor Ford (own ad 
department). 

Television (regional advertisers, 
film commercials, one minute or 
less): Pacific Gas & Electric Co. 
(Batten, Barton, Durstine & Os- 
born). 

Television (national advertisers, 
film commercials, one minute or 
less): H. J. Heinz Co. (Maxon Inc.). 

Television (general, live or kine- 
scope, any length): LFD Chevrolet 
Associates Inc. (Eiseman-Johns 
Advertising). 


® Direct mail (Gold Mailbox 
Award): Sunkist Growers (The 
Perrett Co. Advertising). 

Farm papers: Bank of America 
(Gerald F. Thomas Advertising). 

Magazines (sponsored by Maga- 
zine Advertising Bureau): Rose 
Marie Reid (Carson/Roberts). 

Newspapers (for general and re- 
tail advertising, sponsored by Pa- 
cific Coast division, Bureau of 
Advertising): General advertising, 
b&w: Standard Oil of California 
(BBDO). General advertising, col- 
or: Pacific Telephone & Telegraph 
Co. (BBDO). Retail advertising, 
cities over 75,000: Convair (Bu- 
chanan & Co.). Retail advertising, 
cities 25,000 to 75,000: Consumers’ 
Cooperative Society of Palo Alto 
(Evans-MacClure & Associates). 
Retail advertising, cities under 25,- 
000: 7th and E Liquors (no agen- 
cy). 

Radio (perpetual trophy, donat- 
ed by Vancouver Advertising & 
Sales Bureau, for best over-all job 
in all classifications): Bunge (fuel 
oil) Service (no agency listed). 

Radio (commercial program, 
used in cities over 100,000, or net- 
works): Disneyland Hotel (Ed- 
wards Agency). 

Radio (commercial program, 

used in cities under 100,000): Sa- 


GEE I That’s some 
rug cleaner!” 


Commercials on WGN-TV have 
a way of getting results—because 
WGN.TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


_ WGN -TV one | 


lada Tea. 

Radio (commercial spot an- 
nouncements, in cities over 100,- 
000): Bunge Service. 

Radio (commercial spot an- 
nouncements, in cities under 100,- 
000): Idaho Savings & Loan Assn. 

Transit (car cards): Pacific 
Telephone & Telegraph Co. 
(BBDO). 

Transit (traveling displays): 
San Diego Padre Baseball Club 


(Armstrong Co.). 

Transit (king-size bus posters): 
Tuttle Cheese Co. (Hoefer, Diete- 
rich & Brown). 


= The Sweepstakes Award, donat- 
ed by Hollywood Advertising Club, 
for the best over-all entry selected 
from the winners of all classifica- 
tions, went to Kroger Co. (Camp- 
bell-Mithun Inc.). 

The top Max Schmidt Memorial 


Award for the best poster design, 
sponsored by the Schmidt Litho- 
graph Co., went to Borden Co. 
(Young & Rubicam). # 


Pangman Joins Maescher 

C. Sewell Pangman, formerly 
account executive, vp and media 
director of Oakleigh R. French & 
Associates, St. Louis, has joined 
the staff of Al Maescher Adver- 


| tising, Clayton, Mo., as vp. Mr. 
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Pangman had been associated 
with the French agency since 1936. 


Quaker Buys Wolfbrand 

Quaker Oats Co., Chicago, has 
purchased Wolfbrand Products, 
Corsicana, Tex., maker of chili and 
tamale products. James T. West 
will continue as president and 
Doyle L. West as vp of Wolf- 
brand, which will be operated as 
a Quaker subsidiary. 
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| expects a 60% increase in sales|Radio and the Victrola division, 
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He said that research in the 


reproducing | tape recording should drop signi- 
sound, | ficantly in that time. 
buys the separate units from dif-|he explained, is recorded on two| The $2,000 Mark I, which RCA 


of its line of hi-fi phonograph |estimated 1957 industry sales of | ferent makers and pts the set to-| tracks of a tape and played back | officials proudly displayed, he ex- 


players and radios this year. And | packaged hi-fi during 1957 should | gether himself.) 


through two separate speaker sys-|Plained, is not intended for mass 


and players. 900,000 units. He declined to re-|manager, stressed RCA'’s confi-| sic, he said. 
RCA Victor Looks to In a press demonstration of its| veal ows oe this erg dence in the future of stereo- 
Mark I $2,000 stereophonic tape-| (Mr. Collins tinguished be-| phonic hi-fi. He said the company |tape recording field will bring 
Stereophonic Sound and-record player and peed Mat package ~ i.e., hi-fi sets|feels that the market’s potential| amazing developments in the next 
€ during the furniture show here| manufactured and sold in one cab-|lies in the marketing of stereo-| five years and that the price of 
to Boost Hi-Fi Sales last week, L. J. Collins, sales| inet or set by one maker, andcom-|phonic tapes and 
Cuicaco, June 26—RCA Victor| manager of both the RCA Victor | ponent hi-fi, where the consumer|equipment. Stereophonic 


it is placing its highest hopes for|reach 1,500,000 units. Last year, 
its hi-fi line in stereophonic tapes | packaged hi-fi sales were about 


i 


he wants! 


£ 


Watch him at the newsstand .. where he reaches 
over the down front piles of dual readership magazines to get 
his TRUE at 35¢ a copy. The TRUE reader is an independent 
kind of customer who insists on his own choice. Whether it’s 
cars, liquor or a suit of clothes, he makes the big buying decisions 
in his family .. . as well as some mighty important small ones. 


Result? TRUE outsells Life or Look at news- 
stands, issue for issue ... has greater dollar sales at newsstands 
than SATURDAY EVENING POST. 1957 first-quarter circu- 
lation guarantee was 1,900,000. But—the first-quarter average 
circulation went to an amazing 2,367,045. 


TRUE’S BONUS was almost half-a-million . . . 467,000. 


Join the 64 new advertisers this year who helped 
make TRUE’S advertising revenue as of May 15, 1957 (business 
on the books) greater than entire total 1956 Revenue. No won- 
der the August TRUE will be the biggest August yet...a gain 
for 18 months in a row. 


Remember, you can’t tap TRUE’S market 
in any other magazine. 88% of TRUE’S readers do not read 
Life, 90% do not read Look, 85% do not read SEP. 


TRUE delivers the greatest all-man audience in America .. . 
and the most prospects per dollar for your men’s-product story. 


TRUE 


AMERICA'S LARGEST SELLING MAN'S MAGAZINE 


tems. This gives a three-dimen- | market distribution. Its chief pur- 
« A. R. Baggs, product planning |sional, realistic sound to the mu-| pose is to incorporate all the latest 


lengineering developments and 
— advances and to serve as 
a model for the entire RCA hi-fi 

| line, which starts as low as $69.95. - 
Stereophonic sound systems will 
| be available in the 1957 line for as 
jlow as $400-plus, he said. 

| Advertising for the new line is 
| scheduled to run in Life, Reader’s 
Digest and Ebony, backed by ra- 
dio and tv commercials. + 


Ettinger Advances Diamond 

| Seth Diamond, formerly media 
| director and assistant account exec 
|of Ettinger Advertising, N. Y., was 
named account exec. 


SQW YL A424 
SBRIGHTEST= 
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| Gm THE\ 


/*“BUILDING 
PICTURE 


The brightest spot in the 
building picture islumber and 
building materia! dealers’ 
sales. They promise to match 
or exceed 1956’s record vol- 
ume—despite the decline in 
new house starts. 


e The almost complete col- 
lapse of tract building, which 
accounts for most of the fall- 
off in new residential con- 
struction, represents practi- 
cally no loss to lumber deal- 
ers because such builders 
were big enough to buy direct. 


e In fact; lumber dealers are 
now getting an increased 
share of new housing ma- 
terial dollars because the 
|] smaller (1 to 50) builders, 
who specialize in the better 
homes comprising the bulk 
of today’s starts, are tradi- 
tional dealer customers. 


e And, of course, lumber 
dealers are headquarters for 
the boom in home improve- 
ment. (A bigger market than 
new home sales in '56!) 


e Last, but not least is the 
do-it-yourself consumer, to 
whom lumber dealers sell a 
growing number and volume 
of pick-up items. 


No wonder, then, that a 
March Ist survey reveals 
secretaries of dealer associa- 
tions, and the dealers them- 
selves predicting sales on a 
par with or better than last 
year! 


Top coverage and penetration 
‘| of big volume dealer outlets 


} American 
| Lumberman 


& Building Products Merchandiser 
(S) 


139 WN. Clark Street + Chicago 2, IMinels 
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Sounds like a damfool remark. But our new central unit 
air conditioner and humidity control allow brilliant color proofs 
to roll off our four color proof presses during the most humid days. 
To you production men this means mecting last minute schedules on those 
speedy color jobs that break in the summer. (In the past an 
engraver had high humidity as a legitimate excuse to be late.) 
Now instead of smudgy and inky proofs, you will be assured that 
each day of the year you will receive sheets that will be 
sharp, bright, colorful and dry from 


photoengravers 


4043 N. Ravenswood Ave., Chicago 13, Illinois 
Phone EAstgate 7-9220 


Skilled operators of the imported Klimsch Process camera — makes the best negatives in the world. 


Hutchings & Melvwille, Inc. 


ae 
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oo to Acme-Hamilton 
George G. Pinheiro has been 
;named advertising manager of 
Acme-Hamilton Mfg. Corp., Tren- 
ton, N. J., manufacturer of indus- 


sales promotion manager of Con- 
goleum-Nairn. 


‘Detroit News’ Names Two 
William G. Dansbach and John 
H. O’Leary have been named to 
the New York advertising offices 
of the Detroit News. Mr. Dansbach 
was formerly with Jann & Kelley; 
Mr. O'Leary had been associated 
with Hearst Advertising Service. 


S.F. Adcratters Elects 

The Adcrafters, San Francisco, 
have elected Robert Nielson, Wil- 
jliams Lithograph Co., president; 
Philip Smith, Walker Engraving 
'Co., vp; and Price Burlingame, 
|Kaiser Graphic Arts, secretary- 
| treasurer, 


ILLINO! 


es 


“completely cover the Gued-Cities ‘72nd In Drug Sales; 74th in Automotive Sales end 78th in- 
Retail Sales, is worthy of your best advertising effort. 


trial rubber goods. He was for- | 
merly assistant advertising and| 
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Howard Johnson Buys 
13-Week Participation 
on NBC-TV’s ‘Today’ 


WoLLAsTOoN, Mass., June 25— 
Howard D. Johnson Co., restau- 
rant chain, has purchased a 13- 
week participation campaign on 
NBC-TV’s “Today” as its entry 
into network television. The drive 
has already started. 

The reason behind the buy for 
Johnson, which has been a mag- 
azine, newspaper, and local radio- 
tv advertiser, is that the company 
has at last found a network tv 
property which will fit its dis- 
tribution pattern, N. W. Ayer & 
Son told Apvertisinc AcE. Net- 
work tv will supplement other 
media. The campaign consists of 
30 one-minute participations. 


s Johnson ordered the campaign 
on 43 basic NBC-TV stations. It 
has restaurants in 40 of the mar- 
kets, which extend through the 
north central and northeastern 
states and along the eastern sea- 
board to Florida. 

The company will use its time 
to advertise the restaurants in 
general; food specialties such as 
steaks, 3-D burgers and “Tender- 
sweet” fried clams; the 28 “fa- 
mous” ice cream flavors; and the 
motor lodges, of which 18 are in 
operation and 30 more under con- 
struction. 


® The network commercials will 
seek to imprint the Howard John- 
son orange roof on the minds of 
viewers as the symbol of a good 
place to eat. Dave Garroway, Hel- 
en O’Connell and Jack Lescoulie 
will do the Howard Johnson com- 
mercials. 

One-third of the Johnson res- 
taurants are owned by the How- 
ard D. Johnson Co. The others 
are franchised, but buy their sup- 
plies through Johnson. The lodges 
are franchised, but have company 
restaurants on the premises. + 


Cummings and Murphy Join 
Burke Dowling Adams Inc. 
Burke Dowling Adams Inc., 
which has doubled its billing in the 
past few months, is busy adding 
people as well as accounts. The 
latest two acquisitions are Edward 
D. Cummings, who has joined the 


John T. Murphy 


Edward D. Cummings 


media department, and John T. 
Murphy, account executive and 
copywriter. 

Mr. Cummings 
media director of Robert W. 
Orr & Associates and before 
that was with J. Walter Thompson 
Co. for five years. Mr. Murphy was 
formerly an account executive and 
copywriter with Lynn Baker Inc. 
and before that was creative su- 
pervisor of advertising and sales 
promotion for Congoleum-Nairn 


was formerly 


Inc. and Johns-Manville Sales 
Corp. 
Zubrow Adds Crown Nut 


Crown Nut Co., Kingston, Pa., 
has appointed S. E. Zubrow Co., 
Philadelphia, as advertising and 
marketing counsel for its line of 
salted nuts and baking nut meats. 


Haywood Publishing Moves 
Haywood Publishing Co., Chica- 

go, has moved its offices to 6 N. 

Michigan Ave. 
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Operation Snowfake rf 


You WON'T HAVE TO worry about upping peri- 
scope for a tentative look-see around with “Snow- 
flake.”” When you peel the bark back on this one, you 
know the sap is running! Seriously though, since its 
beginning in 1954, U. S. Steel’s Operation Snowflake 
has gained more momentum each year . . . helping to 
“Make it a White Christmas” . . . by selling plenty of 
major appliances during the normally slack pre- 
| Christmas season. 


7 
. oy? of 
a 


®@ 6 TV commercials on the U. S. Steel Hour (each 
a viewed by more than 25 million people) during 


Pe % November and December. 


® Big ads in 657 individual newspapers in 507 
markets . . . with total circulation over 32 million. 


WRITE, WIRE OR PHONE FOR COMPLETE INFORMATION ON “‘SNOWFLAKE—1957” 


© UNITED STATES STEEL pPittsspurRGH 30, PA, 


oe” ‘ Market Facts, Inc., of Chicago surveyed the results of 
2 “Snowflake” and summed up their findings this way: 


Retailers who tied-in with Operation Snowflake increased their chances 
of having much greater sales by 75% over non-participating retailers! 


“Snowflake — 56” biggest ever. Operation 
Snowflake—1956 topped all previous years for tie-ins 
of every kind. Here’s just a sampling of some mighty 
impressive figures. There were 6,824,214 lines of 
newspaper tie-in ads and 1,636,020 lines of “Snow- 
flake” editorial matter; 486 newspapers ran special 
“Snowflake” sections; 213 radio stations sold 19,346 
one-minute tie-in spots plugging 139 different brand 
names. And, 51,000 appliance dealers tied-in with 
“Snowflake.” That’s 73% of all major appliance 
dealers in the U. S.! 


ci 
< 


* If you work with appliance dealers... banks... utilities...distributors... 
chains...encourage them fo tie-in with this proven promotion 


OPERATION SNOWFLAKE 1957 


U.S. Steel will back Operation Snowflake—1957 
with this powerhouse schedule: 


®@ ‘“Snowflake”” radio commercials on seven top- 


rated network shows: Gunsmoke, Don McNeill 
Breakfast Club, Amos & Andy, Our Miss Brooks, 
My True Story, Robert Q. Lewis and Galen Drake, 


@ 25 “Snowflake”’ ads in 11 trade magazines. 


A “Snowflake” presentation by a U. S. Steel repre- 
sentative can be arranged if you are a major appliance 
manufacturer or a manufacturer’s advertising agency. 
Just write, wire or phone Mr. Robert C. Myers, 
Director, Market Development Division, United 
States Steel Corporation, Pittsburgh 30, Pa. 
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Revion Buys 
into Schering 
_ for Investment’ 


2288 Bibiinacs'« 


(Continued from Page 2) 
visable to make a_ substantial 
investment in an ethical drug 
company embodying extensive re- 

1 search, stability and growth pos- 
a sibilities. Revlon management felt 
that Schering met those require- 
~™ | ments.” 


® Officials of Schering acknowl- 

|edged that they knew “some in- 

| | terest was acquiring a substan- 

tial position in our stock, but we 

} |were unable to determine the 
| identity of the purchaser.” 

: { Revion was making no further 

i , oo mee 'comment on the purchase which, 

Published by « THE METHODIST PUBLISHING HOUSE, 740 RUSH STREET + CHICAGO 11, WUINOIS for the present, appears to be 

Se ; - —_— a —_ solely a financial maneuver. 

There was some speculation that 


CHAMPION Sets the Pace in Papermaking 


d’ Arazien 


Duplex paper cutters at Ch 


Huge sheeters boost Champion’s 
papermaking efficiency 


This big cutting equipment, known in the industry as 
sheeters, can cut as many as six rolls of paper in two 
different lengths and three or four widths, simultaneously. 
Efficiency like this is an integral part of Champion’s highly 
skilled papermaking process. It’s this kind of efficiency, 
plus care and skill from raw pulp to finished stock, that 


makes Champion the leader in the papermaking industry. Symbol of leamarenip is ine 


CHAMPION’ PAPERS 


THE CHAMPION PAPER AND FIBRE COMPANY . HAMILTON, OHIO 


District Sales Offices in New York, Chicago, Philadelphia, Detroit, St. Louis, Cincinnati, 
Atlanta, Dallas, and San Francisco. Distributors in every major city. 


JOHN J. DUFFY has been appointed 
sales promotion manager of Kraft 
Foods division of National Dairy 
Products Corp. (AA, June 24). Mr. 
Duffy, who joined the company in 
1946, most recently had been man- 
ager of training for Kraft. 


Revion was attempting to buy 
stock control of Schering on the 
open market, and there were 
questions as to what the future 
might be of Union Pharmaceutical 
Co., a Schering subsidiary selling 
advertised brands such as Inhis- 
ton anti-histamine tablets, IMRA 
depilatory and Sutra sun tan prep- 
| aration. 

Revion does not sell an anti- 
histamine or depilatory but does 
have Sunbath, a tanning prepar- 
ation. 

Both companies completed all- 
| time record sales years in 1956, 
with Revlon stock split two-for- 
one since its issue, currently sell- 
ing at the 30 mark, Schering at 80. 


Welsh, Baldwin Named 
Warwick & Legler VPs 

John F. Welsh, who joined War- 
wick & Legler, New York, in 1937, 
and Fredrus L. Baldwin, with the 


Fredrus L. Baldwin John F. Welsh 


agency since 1945, have been elect- 
ed vps. Both are members of the 
executive-contact staff on the Sea- 
gram-Distillers Co. account. 


| GEE i Now there’s 


a detergent!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


wt WGN -TY = 
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IDEAS- 
some travel 
further 
than others 


- 


They’re the ones thai are widely talked 
about. Whopping product successes re- 
sult when a lot of this word of mouth 
multiplies your advertising. 

True enough, you :\ay say, but where 
can advertising reac: the kind of cus- 
tomers who start the » ord-of-mouth ball 
rolling? Where can jou be sure to reach 
them? Where can you get the proof? 


Alfred Politz found where .. . and 


PARA HAALA A DADE 


A AFA Negi! ee 


A CURTIS MAGAZINE 


proved it. His recent study of The 
Saturday Evening Post shows that an 
overwhelming majority—in fact, 8 out of 
10 readers—are so enthusiastic about the 
advertising and editorial content in the 
Post that they pass the word on to others. 


These are the POST-INFLUENTIALS — a 
decisive mass market . . . a market that, 
in addition, multiplies itself. Because, 
when you sell them, they tell the millions. 


Sell the POST ff INFLUENTIAL 
-the mass market of active influence 
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Trademark Is Visual, Not 
‘Verbal,’ Designer Holds 

To the Editor: The U.S. Trade- 
mark Assn.’s 80th annual meeting, 
reported in your paper on May 
20, quoted Alfred Politz as saying, 
“A trademark’s effectiveness rests 
largely on the verbalization of the 
words or letters used in the sym- 
bols.” 

I would appreciate this oppor- 
tunity to express a _ designer’s 
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'viewpoint on this subject. As the 
creator of a score of well-known 
\trademarks, including Elsie, the 
Borden cow, the Birds Eye bird 
and the modernized “Bondy,” the 
Bond bread baker, I can’t help 
but feel that there is much more 


to a selling trademark than its| 


ability to be verbalized. While this 


The Voice of the Advertiser 


| 
This department is a reader’s forum. Letters are welcome. | 


may help, there are so many more | 


functions which a successful trade- 
mark must serve that I would 
hesitate to pinpoint this particular 
|quality as most important. 

In fact, the very examples Mr. 
|Politz has cited, United States 
|Steel’s USS and GE’s symbol may 
|be euphonious but they could cer- 
itainly stand redesign. They owe 
‘their value as symbols more to 
|long-time consistent use in every 
|ad and on every product and pack- 
|age of these corporations, than to 
|any other factor. 
| I am sure most researchers 
would find, Mr. Politz notwith- 


standing, that both these compa- 
nies present the exact opposite of 
what they would like to stand for | 
with these old fashioned (although 
euphonious) trademarks. Both GE 
and U.S. Steel state in verbal ad-| 
vertising that they stand for prog- 
ress, service and the forward- 
looking approach through science | 
and research. Yet their symbols | 
use lettering from another era, and | 
in total impact are heavy and cold, 
| expressing lack of personality and | 
service. The total effect is not one | 
which would convince the public | 
that these are forward-looking 
companies. A good designer could 
retain the identity and recognition 
value of these trademarks and yet 
modernize them. 

The Borden Co. has been con- 
ducting tests over the years and 
finds that Elsie is recognizable to 
72% of the American population 
as, not only a symbol for milk, but 
also the property of Borden. Bor- 
den also has discovered that Elsie, 
in some recognition tests, is second 
only to the President. So, while 
Elsie may not be pronounced Bor- 
den in some marketing circles, the 
two names have a similar ring 
where it counts. Actually, if it is 
possible to produce a trademark 
| that has a living, warm, appealing, 
likeable personality, you are way 
ahead of the game. Of course this 
isn’t done every day, but I do not 
|think it will ever be achieved by 
forgetting esthetics and looking for 
sounds in what is essentially a 
visual matter. 

Frank Gianninoto, 

Frank Gianninoto & Associ- 

ates, New York. 

e . 


Model Likes ‘Em All 

To the Editor: Who wins 
who loses? That’s the big question 
when intense competitors use the 
same model in ads to sell the 
same competitive product. Such 
is the case in the June issues of 
| Mademoiselle, Charm, and Glam- 
jour. Lovely Suzy Parker is seen 
in the new “Show-Case” lipstick 
jad by DuBarry (a division of 
|Warner-Lambert); a few pages 
farther on she’s a-bed apparently 
with a Coty “24” lipstick on her 
luscious lips. However, should the) 
consumer who reads these publi-| 
cations also browse through the} 
/ubiquitous Fuller Brush catalog, 


*+| scribing to a British audience how 


editorializing and extolling Ful-| 
ler cosmetics—including lipstick! 
Which advertiser wins the con- 
sumer’s confidence? Which the 
consumer’s cynicism and disbe- 
lief? 
Shouldn’t some form of control 
be effected to eliminate this “em- 
barrassment”? It does not matter 
whether it is the fault of the 
model, the advertiser or agency. 
But, perhaps a checklist by the 
model agency could prevent the 
girls from being assigned to com- 
petitive products. Or the ad agen- 
cy and advertiser might request 
affidavits from models re: non- 
competitive posing. This advertis- 
ing accident no doubt is unusual, 
but shouldn’t positive steps be 
taken to prevent a recurrence? 
Murray M. Spitzer, 
Marketing & Merchandising 
Consultant, Brooklyn. 


Full Reading Changes His 
Mind on Ogilvy Speech 

To the Editor: In your “Voice” 
columns, May 27 issue, I had a lit- 
tle fun with a talk David Ogilvy 
delivered on advertising. 

Since then, I have had an op- 
portunity of reading the talk in 
full. And I want to say I liked it. 

For Mr. Ogilvy, I discovered, 
was really not telling anyone how 
to advertise. He was merely de- 


the American advertising agency 
of Ogilvy, Benson & Mather Inc. 
goes about producing good adver- 
tising. And telline them something 
about the agency’s creative guide- 
posts. 

Read as a whole, the talk seemed 
quite modest and in perfect good 
taste. And I could see why it was 
so enthusiastically received by a 
British audience of advertising 
men. 

AA’s report of the speech was 
excellently done. As a former 
newspaper reporter, I can appre- 
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ciate that. What I had forgotten to 
remember as I read the report was 
the simple fact that no abridgment 
of a speech can do full justice to 
the speech itself. 
James P. Derum, 
Detroit. 
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Forget Repeat Shows, 
TV Advertisers Advised 

To the Editor: I think firms buy- 
ing tv time to promote their prod- 
ucts should stop a minute and do 
a bit of “thinking.” 

This repeating of shows two and 
three times is not making the pub- 
lic happy. 

I assume that the agency people 
and tv space salesmen are going 
on the premise of “repeating of 
space advertising”; that’s okay for 
ads in magazines which take a 
minute or two to read—but it 
doesn’t work out for tv shows 
which run 15 minutes to half hour. 
The public is bored and disgusted 
with firms who do this. 

Many tv sets are shut off and it 
is a sheer waste of money on the 
part of the advertiser—and not a 
saving, as he thinks. 

Instead of doing this, they had 
better forget the repeat shows and 
convert that expenditure te news- 


| 


They will be business and dollars 
ahead. 

Someone had better start to do 
some “thinking” soon on this de- 
plorable situation. 

David E. Fisher, 

Advertising Consultant, To- 

wanda, Pa. 
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How Long Is a Lifetime? 

To the Editor: The enclosed ad, 
from the New York Herald Trib- 
une, may be of interest. The 
“savings” through trade-in is of 
course no different from many 
other ads that are now appearing. 
This alone would not merit at- 
tention. 

My wonderment is _ directed 
more at the copywriter. They 
subhead the Rolls razor as “the 


HOFFRITZ HAS IT! 


LLS RAZOR 


TUE LIFETIME SAFETY RAZOR 


@ One-blade safety 
razor ends constant 


@ Built-in strop and 


blade buying . . . barbers 
© Truly hollow. — —- 
field steel blade 
gives years of service 
Pv cdcsces $13.95 (with the return of 


your old electric shaver or Rolls Razor) : 


YOU PAY ONLY $9.95 


7 CONVENIENT NEW YORK STORES 
WORLD'S LARGEST CUTLERY CHAIn 
© S551 Fifth Avenue at 45th Street 
* 331 Madison Ave., corner 43rd St. 
© Bus Terminal (41st St. & 8th Ave) 
© 50 West 4th 8t-—Hotel McAlpin 
* Grand Central Terminal 
* 30 Church &t., cor, Cortlandt St, 
* Penn Station: L. 1. Concoure 


PTT f- Griery 


Mail Orders Filed: 49 E. 34TH ST., N. Y. C. 


lifetime safety razor.” But they 
suggest that you trade in your 
Rolls razor to achieve a $4 savings 
on another Rolls razor! 

Since there seems to have been 
no basic change in the design of 
this razor over. many years, I 
wonder just how long “a lifetime” 
might be! 

Milton Riback, 

Public Relations, New York. 

. . . 


Adman Disillusioned 

To the Editor: Two develop- 
ments in the advertising world 
have caused me to lose complete 
confidence in my profession. 

1. When skin cream manufac- 
turers told gals to buy cream to 
clean their skin, I barely noticed. 
When the Dove folks said to buy 
soap to cream your skin I only 
shuddered slightly. When the 
Cashmere Bouquet people said to 
apply $25 perfume via soap in- 
stead of from the bottle, I only 
quivered somewhat. I probably 
wouldn’t even mind if the perfume 
makers said to wash your face in 
Chanel No. 5 instead of soap. But, 
when one soap manufacturer, Zest, 
has the nerve to try to sell me 
“soap that cleans you,” that is go- 


paper and magazine advertising. 


ing too far. What will they think 
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Advertising Age, July 1, 1957 


of next? 

2. I always had my doubts when 
Hit Parade cigarets claimed “your 
taste can’t tell the filter’s there,” | 
but have you seen their latest ad? 
In order to really compare ciga- 
rets, you should cut off the filters 
to get the real taste. Next, to really 
compare filters, I suppose they’ll | 
tell us to cut off the tobacco part | 
and just smoke the filter! Or to 
compare packages... 

Rodger Mitchell, 

Advertising Manager, Booth 

Fisheries Corp., Chicago. 

7 * . 


That Plate Glass Door | 
Finds No Favor Here 


| brewery in Philadelphia. 


The most noticeable thing was 
how little criticism was directed to 
the brewing industry. The facts are 
that basically all breweries devote 
their entire skill to duplicating the 
product and the packaging of their 
competitors. 

In the old days, when the brew 
meister kept his formulas under 
lock and key, 
individual taste. Today, trained 
engineers control their fermenta- 


\tion and brewing processes elec- 


tronically; and from the biggest 
brewery to the smallest that can 
survive, 
light and dry.” 


beers used to have) 


it all comes out “pale, | 


I am always afraid, as I open| 


the next bottle, it will be so dry— 


To the Editor: Each morning as | nothing will pour out! 


I get off the subway I pass a sav- 
ings bank ad that shows a young 
man smiling tensely behind a wall 
of plate glass, above the caption | 
“Where’s the door?” 

What do they mean, anyway, | 
“Where’s the door?” Am I to I 
sume that if you take the trouble 
to read the address of the bank | 
and go there on lunch hour to start 
a savings account, as they appar-| 
ently hope you will do, they have 
concealed their door so cleverly 
by making the plate glass seam- 
less that you can’t find your way | 
in? Or, worse still, having found | 
your way in that you will then be | 
in the position of the hapless | 
young man in the ad—unable to| 
find the door again to get out? 

As an average consumer (and 
one who feels guilty about not 
having a savings account), I would | 
suggest that if they want to attract 
this little girl, rushing out of the 
subway every morning at the 
stroke of 9:00, they’ll have to be 
more explicit as to why they want 
me to go there and look them over, 
and not make like they want to 
play “Brave New World” with me 
on my lunch hour. 


I'm worried about that fellow behind the 

plate glass wall, 

His smile is resolute and brave, but that | 
doesn't fool me at all 

He's caught in a trap—a web, a net, a 

snare, 

Wondering where's the door, oh where, oh | 

where, oh where? 


Jane Cullen, | 


New York. 
. 2 . 
‘Experts’ Could Be Missing 


To the Editor: In “Ads We Can 
Get Along Without—No. 15” (AA, 
June 3), there is a veiled wallop at | 
the buyer that could cause more | 
grief than the discovery that the 


watches are re-conditioned—not | 
new: the statement: “fully guar-| 
anteed...by experts.” The mer-| 


chant can slither out from under 
the responsibility of the guarantee 
by blaming the “experts,” who at) 
that time could conveniently be- | 
come mysteriously unknown. | 
Henry B. Goodman, 
The Rak Makers, New London, 
Conn. 
« e + 


‘Don’t Blame Advertising’ 

To the Editor: Note to Mr. Mur- | 
ray: 

Don’t blame advertising (AA, 
June 3) for the inadequacy of the 
product. The Arthur Murray show 
has consistently been one of tv’s 
most inane, tasteless, and down- | 
right dull programs. 

All the advertising in the world 
won't convince us that we will be 
entertained when we have learned 
from sad experience that we will | 
only be stupified! 

Philip Kessler, 
New York. 


‘Pale, Light and Dry’ 

To the Editor: I read with con- 
siderable interest your story on the , 
criticism of beer advertising in| 
your May 20 issue. My interest | 
stems from the combination of be-| 
ing employed currently as an ac-| 
count executive and having pre-| 
viously sold beer for the leading! 


As a new advertising man, my 


hat is off to the hundreds of dif- | 


ferent, 
all over the country are telling the 
same “dry story.” 
David H. L. Aron, 
Account Executive, Lavenson 
Bureau of Advertising Inc., 
Philadelphia. 


imaginative ways admen| 


| 


Za P + papers. 


:. 


VA / 


The Belout 


Gazette 


News- Janesville 


BELOIT NEWS 


Combination gives 


78.970 coverage of 3% AND 
counties. And, statistically 
speaking, every family in JAN ESVILLE 


Metropolitan Rock County 


GAZETTE 


P. BREWER GEO. W. GRESSMAN 
BELOIT. wis. JANESVILLE, WIS. 
EMerson 5-881 | PLeasont 4-331! 


subscribes to one of these two 


WEMY-TV 


Flying high... 


Your sales and profits soar here in the Prosperous Piedmont section 


of North Carolina and Virginia when you buy WFMY-TV. True, 


WFMY-TV... 


MAXIMUM rpwen ON ae 2° GREENSBO RC fits 


because no other medium delivers rocket-like coverage of this top 


TV market of the nation as does WFMY-TV. Call your H-R-P man 


Greensboro 

W inston-Solem 
Durhom 

High Point 
Solisbury 
Reidsville 
Chopel Hill 
Pinehurst 
Southern Pines 
Fort Brogg 
Sanford 


Martinsville, Vo. 


Denville, Va. 


Pied Piper of the Piedmont 
“First with LIVE TV in the Carolinas” 


today for full details. 


50 Prosperous Counties ‘ 
$2.7 Billion Market ‘ 


2.1 Million Population 
$2.1 Billion Retail Sales 


wfmy-tv 


Charnel Z © 
GREENS ir a. ¢. Rony cil 


Harrington, Righter & Parsons, Inc. 


New York — Chicago — San Francisco — Atlanta 


ag i 7 “Se ee ee eS tee = ei Se oe ea eae i Re a 7 Sees pe Vets See, a kai ee) hy I a a tae rs YE De ea Be ae a al al 
Cage Oe Se ae eee ee ee” oe Rina page= Ror nl 

a ee ee al so i ie % 7 fo | ee Se i ee ey aE ee ai faye tec af Oe tl cles to 

“i at Se ae SES Eo ee a A ee. he eg cra OR tne) soo a2) 4 SN BME? = ly. 9 aig a om 3) ol a ee ee ee ee ae 

aces ae Se z ree Were eens? i lati GA cm a cj MRR cog ie er? Sa Gs ie o ag ne ie ee ee are tee 7% aon 

es bite ee es sg og no Bs aes eee: ar Oi ee Sie te a Gy Ce : 2, ati ee ala mteagetiae 5 BOOT 2 Giles Seer oor Sea ae ar te ewe. i 
Li nae Bek bic aaa ate ; ete as ee ee fs : a ee a ee call i MMs ns acge, Meal Bs. ie 
ai 5 Ro ene “any Ae os ec ae in : 5 Ben | ae ‘ é . 4 : oe a * E . ; : ‘= . Pens i Sess ae 
| 
# ‘ : i Sere 
a : : * #3 é 
- that counts like | = : “a ; 
| TER ade aie es Le ee aa A OD PTD g ae 
y ‘ Seg 
+4 . . . oe: 
Pen ie 
the combination is ree) hee 
Toate amet 
ae Pa iesaaie 
ae 
! | eee Oh . 
: “ae 
FETT ee “a 
a om mae | 
’ > ? 7 * > 
er ee | 
_ 7 + _ , a 6 a r 
: ee ft — ado ; 
Pd | Pe 
—_ ee ae 
ae _= ee ea 
: aed 
i j 4 ™ 
: Be ality THE eee bs | y bag 
y hs eae Ai ost we Ms ; ae "igs a Mg ny M ¢ 
bs a i * ¢ ‘ et cee ae Oe, RRS ga ; : & 
“3 p : oe ee @ al le cto sg Ge apc Oo ee ee ae 
’ : ba, 5. Sele WA i s is ie rire ja $24 ey fa 9 ie eg isles ie as ena ee ee RE " 
} se ee ches Le be Me eK FEE SF hg. ! ; ‘ 

: oh, 2 
ees 
ene. 

anneal a eT, me 
{ ‘ saint pe 

: ; : — 

4 C2 ee ee Se a 

> ya ah 4 er 

be ae ee . a 
ae 7 : a 
“ ee — ‘Nw Pow ae aa my ln irae ss a ee: 
5 a 8 we | f ee Be arial ie age ? pres zh 
2 ae , ; fas rs Pd — . . a Rae Lo * i” x 7 F 
Fs eu Ja ‘ey F ; 
. - a ee a ae ; 
Bat oe “ Pre aa aie : : me 
: ae sale om _ a eae a ia Sey : - " ; . _ 
‘ ae ies ee Peel a a : - ea eee = . e 
; 0 Pans © o£ ee wae ; aad as 
: at er me “4 - +! . i Pa r- : ’ ’ ote. J 
adi cer . Atal .s ia re 
me Ws sass ’ ; ‘ , ra ot “2 * e é Z a e aD : 
a ; oa) = ae - ; 4 SY all 
ve wo Bie es i oe é Le fe et 
q eis PS ale ae I : i eel 1s “i ae ae ee 
e < 1S ae oF Neugen »" “ : + es cae 
te yar 3 aie OS a 
: sa es wall one. a 

rane 3 ic a i Etech ‘sil al g a 

F . ee ese a : 

a fet a ie Rae es) i ° fs : 

- re. 2 eck ty P ’ tome _ 

q c _ - i (hes F = 

pi Rios ie ie iil ii gate o ive 
pir amar 0 ; } i we e 
; cae ae ee WAL : ni 
F i ‘ Ser: <A "A i 4 f id ‘ 
. , ae GP =" an ee a, oe a 
att 7s 
a, : — Pd va a 

oe t - 4 . - ee ee P -” 

ii Ps | ee oa X : 

‘ 1 + PS , ff - é = 

” Z , a ee a” 
aa “3 : -_ - Ps. 
4 e ie ati 
53 ERAS ; . a aendlaae - ae a ae 
E aa ae % Phas. - * wets nes ry. 
% *% ~, -- iB Fe si, al 
BST y i ; ° a 
‘ t ca Be xi 7 
’ oe oe 
” bas. 
4 ‘So eeGSe 
’ pln 
f peviger cs 
s Een 
fel te 
ans 
Fs 
, Pe Pe 
WA w | 
us hy aiid 
{ j pr re 
| 2 ae Ps 
. o ° Besic ae. 
5 
29 
: es Pa 
‘aa , 
— Pe _ 
=p 
e ue 
its 
“Ti “a 
= i wre f . sits ; 4 : Uo SAS Pe ar eters Sal 7 2 = = : ‘ B ee a 
5 i a al ee eee : x fe oo eae yore eal es sme PT Pee eee 
fag nt ha Sah ag a a ean vind t a ie ee i ee ee ee Bh ee ee, ee ee Ty 

ne eae Se ee eo ey OR a ote ee ae Ps ey agg af ; ae ty eee : a 8 ae sig ou, SE ee meee or a 

Fe es a eee at ee gE 1s eed eats i ign enee ee es pa ei A M.S SR oe eee . 

Be OE gre aN oe eRe ne A. ee . ro pot aa eae : wits, : Pt ee obs ; Pe OSS. SS eee Fa ee a alee gah ES i cae ep de 

Po I a Ping ne ee eo RR So Sin hae > ea aces we hog Re Racine PS ss ea ee ets, eee 5 ret Ae eee 

IMO aS ee See SEE Ae ee ee, ie ee Beg Se naar ay hee ae : EAM yen -F ee aera 7 ee ge ee ee oe Ma Fem eee oe RS ea Gi a a RIE ee 


10 oe a 
TH | ) OTHER NETWORK 


TV! : 1956 1957- : 


MORNING 
Source: Nielsen Television Index, Second 
May 1956 end 1967 (includes NBC cuetetaiere retiane) 11:00 A.M.-1:00 P.M. MONDAY-FRIDAY 


een eee 


een ta A ee Peet O93 8. ae na Per eee F se Ta peg " edits, iis ey “ot See ae 
math "a onDe «- aa! : Pe Maureen) 2 tg ee Oe ey os <a e : ee pak : Cae ee he Si ee aie 
oe ‘aide. Joa . ae , ig ee a se be a Se 2 ae ee ree Bere? epemee = ae ees Rate) : mrs rae ae am sos oa Rea ins GE Site oe Lem 
, eee Meek Ye og dee bee a Peal Seren oer > al i. es 8 : ts oe ee Stak eee ee ae oe) Fico" > ae E en a ae — a on “AS . A ee ‘ a ach ‘ 2a +e ee 
P 5 eee acl cee hel PRO a, os eats ar ee eo ON” Mile ne ee ae pe ee a The eg erga ae “ae ies MARES <0 at aa ee ol Nee a cee een te! = 4 = opera ie ae CUS On Fog ee a a 5s Aa ae a 
ae oe tend ie eae ae sis Re Fee 3 Tees ior a Peat ey Bs ae 2 a a : teat ee Se eee TE ayes ss se esas ttre CS A 
e ee Cee Ae pe eg earn tren ee hn é RES Each ma aCe a eat = eth is ae rz aaa io 5 Re s oe = es eae ‘| eee 
‘ae CER Ra ES RET EN  ERET  e .  Ne a eine ————— 
i anne ss cialis ES ST et EM a ee aoe Lee ee ee ee eg mn SO RN OTe re <2 Se GT ene es, 
ae i=. ie go ee 
ee 
igo) * 
7 oa 
a wa : 
ee : 

ae OS NN A ce Mn Us me foe . 

: 
a 
° a 
7 
: 
z! a, 

- i 
em 
a2 
oe ; 
ig iS. 
- bogies ket ede 
- ‘ hie 
a3 eee er 2a : 
" a | 

= ann er is 
z Cie ay | 
a patina aCe. a 

(de ae i oat 

8 — ; aa aie 

wae Oe acer ar ae 

a oe eee 2s ida. 

Moe ea Nee ae dee 9 

n i aa EO een ieee oN ae 
ey Ma et Soe 
eee) ot i 4 ee 
oe i ae set 5 is Rene ee 
Pa vO 9 aes ame ae {eet ates, 
‘ : eas ne ce eR Rk 
oo eT gare ois bias’ sine one ees amen, ares oo) 6 a ape peo: Eee 
Pua ease cc nre a Mee 3 og i 
ee BS. Be i ie ha ye oe ce ae ee ea Neue 
ks i lela eae mae Weaghn AES ae a pe awe taal tae SAR aes se 
io. Perm Rei rar eke cece he See eat xs! : ie Cae 
Ae fe Se tee ar se i eels BS bale All eae p ae) ee 
ough a ee a ne an rts ges a a Oe eek ae 8 toi ae: 
oa pe elk ie i bel cles aera ee erates ees Lee ao mot tas Hes GR aa iatpe eee 
Ae ae he ee ee get mma sth k he oS cs 
ee Me lp ee a a ee eee eee 
Pig: Meet: : Moe A Bee oa Sra 
rn :; ae oie cae a Mele § 
te, Fenda Ses CREO 
Tica Me aT nas ie. eR eo 7 
? « ae Cp aoe igo fA - hs ee pai ane ede a 
2a eae Sn ee Sere ae ee sie Moe aS sen ae ae 
= = eee ia Oe ae. Meare ee ae 

P % a eA Ad. ee me a, uaa ae iy Ee R ay Wie Pe eet ror ae Se 

Sees eae i plies eee A teh Bot a oi rage bl Ga gto ts tar ae 2 ah ae sale ere vs =f. Lo Bea 

ee : ae 

“2, i E. es sega “ cig inl i 5 Eres. 
sane S : peer. oe Css Reh eern oe  2 ea rN , ee 
A ue en ees ee a BA, a. Be an Deed ; goes 
ae 2 ae ? a ee | ir eae es ee ee } ’ oe 
= saa a exe yan ag ee eee | 

mo piot ie ce gue ire ie el ieee cete ig - fe ee ee Oe en Se 5 ee Ny sali F iy 

-$ ie eee ee 6 ae. 

od a wie? ; Seer ak pee” aU dich nS a outer y ioe Make Boheme E ihe hee eee, eer — a a 

; Sic ee Bes eee ee i 
> Ee tee nS Le ire. | I ae BS a ; ye che ks pe RS ps ee os Perea ge kg ae 
4 ie ge! ee ee). Sa ee mamma ne i! eae ie 
‘ Dd ae ke 2 a ae 4 Peeniee a pes he ee segs J iti Rn Pde ier La Ree ei oe 
a A he ea es ee Neh nthe wth ae tiee > FU eh? aed Bea ee ae A a elie : i aaa sh see 
ae Sees s leeinalltaes : ie hg Riven tee ee ee Panes OR aa Se are iy) ans ee 
Peete 9 ee ee eee ines ck a eet eer aed Ame yn Pee x eS Beigct,’ sc. gn 
: eS gr Me nae «OS ea ee i | i i 
nee Ter eee MEM eee Sa tae ey hk RE aa OT tee emer ae ee eee 
“ pits fe Thee gol. > | amen TS sy : ; ren A ae Ee ae 
é ce ae ie kl eer 4 =. ned) RIA ae epeaariny ibeili teye fon ae ied eee ae rs relat tgp oe cteremmeepesdcns LEYS Soca 
ie oe We <A = MRM ck Se! ON 8 RE eA a eer 
ae? iP a nr ee Ne eae ee We : ete Heap St SAAS Nee Nee i ee 
ere: Sane Pv ees 2. a toean aa mae eh aber ais % Petey ee ; i ee : ce re Sedat 
ar See a se ~ . Soares host ae ie os ; ROE a af Ps ees a 
7 ‘ . * x ¢ uJ . i Dats ‘ we 
ys Aira alae ieee ee prem Ney arma rg 
ye * ig oe SN en an iI ie. cane eas : ee sake 3s. 
ee ‘aa s % 5 wate oy MRE. bce maim alan © 22) Naam ace ee ‘ 
j 7 , os ras : : ag eee sae Se Nae ci) in A eae) =e 
es an Je SR tate eee i ee open Pe! eae ets 3 «ee mae ed 

“3 ey ee pan on, it ATR eS et Smee ee ae Ok 
te - hig es rae Dak . Me rs ee $4 ETO Sia ele tie | eed ee og Np Ca 
“ee er les 1 aaa aa ae el al , Ron eee ee Fin 
ae: ee re ame Re ee te ee oe . 
ae . oe Ee iin, 2 4 open ani ee ms) eo eee fre ans SE on . 
igh . eae oe ere 5 ee < ae Sy we 

“4 Te ee ae Ror. oe ee cee.” Me See eae 
a ¥ er — cs cae ee a je as Lal e era? eee! a ef ie eit 
= oo £ « re Ne ea 2 aOR eo ne aul 
Eat af mad s robe £0 Sa ie bas " 
a eo” fo. pa il a eee: 2S eaegne rae 
a i P Oe se Fame S meer Rae 
4 eS eid , 38 ee ea. 1 
} ae ’ P ee 1. 5 ea ha 
cee _ Be ee 5 
sh seta [ Pegs Me 2 ipa: - rn ea 
Bae a : r he ‘a Be as : : ae 
> a / ‘“ a “ : 
: -. a = ff — . F . ni 
ee = ‘ ae 
: ia Z 2 - “ : 
‘ as oS we aw FP * om 
take . . = ya 2 7 a 
: ‘— - ‘uglite ee aa , 
ae F a ‘ #. ogee: = " ieee: 
ae re” * wat a P Ps ae j 
oak F ci ei eon 
Ai : a ae - ae sf a So 
‘Ls ng fee 
ee Oa a i af) rs 
ae ce ja ae OF 
ee Selig, a r 
irre SS ae ae ; 
Laer iP «ela a ‘ 
ees a a a Ka “4 
eae ~~ a. * oe 
te ' a iad oft 
eo 
oe ae fe 4 
“i ts tte , 
eran ra : 
ee a Oe Sn 
‘i P 
— 
petri cies, Sekt bieni-4:% J 3 parte OE gt) ME TR ee ae tee Oe ee ee ee eee PMS Reet Pee ae ae . eer anaes pe Eee ee Gy ee 
| i NARA SIR § x iy haa Saas LI Sines? << ee ~~ AES Sh et RRO T= 2° AR 2 ade A I 
¥ 7 “ee Day 4 ip ee eee ete 4 ies, ee Eat) Bigs % : ee ae erates eee . “ee ie, Te se 5% 7 se ier eet eae, phe ae en ; ey 
Lo - ie aaa ee ; an em UMN ah be I Ee cas, BLAS Br 8 gg eee a hs Nie ee : RE ee ee ree J 
oe nes +, : toa" : 2 YEA ore has Wenning ah be Pe) Ae he en ee i ee ee ON os ee e eos 5 alates nS Se oer ee iS 
es r ee Ree - ‘2 ges FAL Tt ae! ee Gia he ee ee Wee res arts tc ey ee a ee Rey Pips - 4 ¢ “eA Pee % We =, Wee. eae ee ye Sa! 2 a a ale 


2:30-5:30 P.M. MONDAY-FRIDAY 


11:00 A.M.-1:00P.M. , 2:30-5:30 P.M. MONDAY-FRIDAY 


Rees ie Monae 
ee tae a ee 


OTHER NETWORK 
- oe es eo ha 5 +7 ee a ae “== 
NBC | 
NBC 
-1956 1957-0 1956 1957 
AFTERNOON MORNING AND AFTERNOON 


You don’t really have to bend over backwards to 
gauge rating developments in the daytime periods 
where NBC Television carries entertainment pro- 
grams. A glance at the graphs tells the story: during 
the past year the NBC trend has been.up; on the 
other network it’s been down... 


CURRENT CHANGE OVER SAME TIME 
nBC PERIOD A YEAR AGO 

DAY TIME PROGRAM NBC OTHER NETWORK 
THE PRICE IS RIGHT +283 % —31% 
TRUTH OR CONSEQUENCES +300% —29% 
TIC TAC DOUGH + 87% — 20% 
IT COULD BE YOU + 89% —10% 

AVG. 11 AM-1 PM NYT + 154% 22% 
TENNESSEE ERNIE (no service in '56) —22% 
MATINEE THEATER + 138% —12% 
QUEEN FOR A DAY + 37% + 8% 
MODERN ROMANCES — 35% +61% 
COMEDY TIME + 31% (no service) 

AVG. 2:30-5:30 PM NYT + 13% ~-1% 


All in all, NBC Television’s daytime line-up has won 
a 49% increase in the past year, while the compet- 
ing shows on the other network have dropped 11%. 


This mass migration of audiences toward NBC (and 
advertisers have joined in, too) is part of the great- 
est growth story in the history of daytime television. 


NBC TELEVISION 
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Special travel and resort representative: HAL WINTER COMPANY, 7136 Abbott Ave., Miami Beach, Florida 
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Whe BOSTON 


HERALD-TRAVELER 


increased its 
linage leadership to 


513,055 
LINES 


in the first four months 
of 1957! 
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now... more than ever 


One Contract 
Delivers the 


°BIG BULK 
4 BOSTON 


See ee ree ee er ee ee ee ee eee 


The Boston Saveia - Traveler 


Represented nationally by GEORGE A. McDEVITT CO., 


INC., New York + Chicago 


Philadelphia - Detroit - Los Angeles 


4 |Woodward & Byron, 


Strong Resigns at Ellington 
' Theodore (Ted) S. Strong has 
\ resigned as 1st vp and director of 
; Ellington & Co., New York, to op- 
|| erate his own drug store in Fort 
|| Lauderdale, Fla. Mr. Strong is one 
||}of the original stockholders and 
| jernesasaral of the agency. He spe- 
|| cialized in drug, food, liquor and 
|}other consumer packaged goods. 
Prior to joining the agency he had 
been president of Strong, Cobb & 
|\Co., Cleveland pharmaceutical 
manufacturer founded by his 
‘grandfather. Mr. Strong will re- 
|main with Ellington as a consult- 
ant in the fields in which he spe- 
cialized. 


Byron Joins Robotham 

Mark B. Byron, chairman of 
Westport, 
Conn., has sold his interest and 
resigned as a director and officer, 
to join Edward W. Robotham Inc., 
Hartford agency, as vp and direc- 
tor. The latter agency’s name will 
be changed to Robotham & Byron 
Inc. 
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your best buy in 


PORTLAND 


is the 


i 
re 


KPTV 


, 
eee 


friendly 
reminder=- 


KPTV—Oregon’s first television station 


—now gives you a bright new, 


VHF 


Channel in Portland. Here's why the 
new KPTV is your best buy in this pros- 


perous market: 


@ Almost 5 years of viewer identifica- 
tion and loyalty to Oregon's first TV 


station! Plus, 


@ Top-rated NBC shows and stars! 


Plus, 


@ Best local shows, stars and films of 
two stations (KPTV merged May 1 


with KLOR, former channel 12): 


Plus, 


@ Proven results for hundreds 
of advertisers! 


Get all the facts today. Then be sure the 
bright, new KPTV, Channel 12 is on 


your advertising schedule. 


Oregon's First Television Station 


OREGON TELEVISION, INC. 


Represented Nationally by George P. Hollinberry Co, 


Advertising Age, July 1, 1957 


MAAN Honors 
Roman and Warren 
& Litzenberger 


Cuicaco, June 25—Warren & 
Litzenberger, Davenport, la., and 
Roman Advertising Co., St. Louis, 
led the field with two first awards 
each in the annual competition of 
the Midwestern Advertising 
Agency Network. MAAN has 15 
member agencies. 

Roman was honored for its con- 
sumer magazine campaign for 
Martha Manning Garment Co., St. 
Louis, and for campaign in trade 
publications for Johansen Bros. 
Shoe Co., St. Louis. 

W&L took first place for a sta- 
tion promotion for WQUA Radio, 
Moline, Ill., in the over-all cate- 
gory using multi-media; and for 
a direct mail campaign for WMT- 
TV, Cedar Rapids. No first awards 
were made in other categories. 

Judges for the competition were 
Ernest Allen, Tatham-Laird; Frank 
J. Savage, Young & Rubicam, and 
Bob White, Needham, Louis & 
Brorby, all Chicago. 

The awards were presented June 
22, at MAAN’s quarterly meeting, 
in Chicago. + 


‘Chicago Daily News’ Sets 
Code for Honest Car Ads 

The Chicago Daily News has es- 
tablished an “Honestly Advertised 
Car Code” which will go into ef- 
fect July 8. It will govern all new 
and used car advertising in its 
classified columns. Dealers will be 
required to sign a statement stat- 
ing compliance with the code be- 
fore ads will be accepted. 

The code specifies all cars will 
be honestly described, that any 
car advertised will be at the lo- 
cation advertised on the day the 
ad is published (or a bona fide 
bill of sale must be in dealer’s 
possession to show car was sold) 
and the advertised price will be 
the amount the car will be deliv- 
ered for, minus taxes and license 
fee. The same applies to advertised 
down payment. 


‘N.Y. Times’ Ups Price 

The price of weekday editions of 
the New York Times in areas more 
than 100 miles from New York 
City will be increased to 10¢ a copy 
effective July 1. In the metropoli- 
tan area, the price will remain at 
5¢. 


s try that 
toothpaste!” 


| Commercials on WGN-TV have 
a way of getting results — because 
WGN-TV programming keeps 
folks wide-awake, interested — 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 

| and discuss your sales problems. 

"Put “GEE!” in your Chicago sales 


“0 WGN-TV = 
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the GFIS 
The “hemical tice may belong to any “of 
several Vital elans” in the *Chemical Process In- 
dustries. He might be a Director of Quality Control 
at a large rubber company. Or a Research Engi- 
neer trying to perfect new “miracle” fiber. Ora 
Maintenance Engineer or Plant Manager... 


Whatever his title, he ean be your pass we to many 
buying doors if you remember these three’ inte 
portant facts: § 3 = 
1. All CPI buying begins WER Rim.No new 
equipment, materials or suppliesiget into the 


t except at his instigation. 


recommends and specifies at every stage 
he buying procedure. 


primary source of product information 
brand preference has always been 
L ENGINEERING—the 3 to 1 choice 
emical engineers in all functions. 


No Other shor in America can boast so excit- 
. .. none other has so chal- 
too with CHEMICAL ENGI- 
gazine exclusively serving the 
enominator of this multiple in- 
dustry—the a engineer in all his functions. 
His expandifiamfuence has made CHEMICAL EN- 
CINBERINGEE AM dustry’s primary market-place.. . 
ere all Seessful CPI selling begins. 


, 


-s o 


“4 
a 


gs Engineer at the 

evelopment Center 

igerye’s Nitrogen Divi- 

sion says, 40 ‘ INEERING is the 

most practttdtwhel And informative 

a for the engineer in the chemical 
eld. 


THE CHEMICAL ENGINEER IN MANAGEMENT 


W. Lloyd Walker of the independent con- 
sulting firm, W. Lloyd Walker & Co., Gar- 
dena, California influences buying de- 
cisions in many companies. He reports, 
“Our much-used file of processing and 
equipment information contains ali issues 
of CHEMICAL ENGINEERING that have BP- 
peared since our firm was organized.” 


THE CHEMICAL ENGINEER IN PRODUCTION 


An 


David R. Kelly, Assistant Powder Super- 
visor at Atlas Powder’s Tamaqua plant, 
has an important vote in raw material 
and equipment selection. He tells us, 
“CHEMICAL ENGINEERING is the one techni- 
cal magazine that gives me all the prac- 
tical information I need.” 


CHEMI ENGINEERING . . . to sell the engineer, whatever his function 


OD rane Ce EAN. PORTICATION (ABC-ABP) 330 W. 42nd STREET, NEW YORK 36, N. Y. 
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Advertising Age, July 1, 1957 


June Pages and Linage in Farm Publications 


Current and Year-to-Date Figures for U.S. and Canadian Publications Reporting to Advertising Age 


Commercial Dis- 
play Excluding 
Poultry, Classified 
and Livestock, 
-——Total Advertising, in Pages——, ———Total Advertising, in Lines———, in Lines | 
June June Jan.-June Jan.-June June June Jan.-June Jan.-June June June | 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 | 
Farm Magazines 
Capper’'s Farmer ........ . 529 411.3 428.6 20,957 22.718 176,466 183,905 20,287 22,010 
Farm & Ranch—Southern Agriculturist: 
Southeastern Edition .... 32.0 27.7 253.6 229.4 13,717 11,880 108,798 98,395 12,723 10,817 
Southwestern Edition ... 33.1 32.1 268.3 249.2 14,199 13,784 115.115 106,925 13,056 12,510 
Average 2 Editions ...... 32.4 29.4 259.4 237.1 13,905 12,622 111,262 101,722 12,853 11,477 
Farm Journal: 
#Central Edition ...... 92.4 97.3 633.0 713.9 39,668 41,751 271.583 306,273 38,797 40.776 
ZtEastern Edition ........ 95.7 969 6368 711.5 71,095 41,607 273,217 305,269 40,224 40,632 
Southern Edition ...... 92.4 96.3 586.4 631.2 39,668 41,323 251,570 292,266 38,797 40,348 
Western Edition ...... 101.6 1011 653.4 #£=«(1737.9 43,601 43,395 280,320 316,575 42,730 42,420 
Average 4 Editions ...... 955 97.9 627.4 711.1 41,008 42,019 269,174 305, 40,137 41,044 
Progressive Farmer: 
2#Carolina-Va. Edition 87.4 81.6 633.7 627.1 59.420 55.490 430,927 426.402 57,869 53,751 
#Ky.-Tenn.-W. Va. Edition 78.6 77.2 589.5 597.1 53.436 52,516 400.855 406,008 52,113 51,083 
2 Miss.-La.-Ark. Edition 82.9 79.1 593.9 591.5 56,402 53,766 403,823 402,194 55,315 52,556 
2#Ga.-Ala.-Fia. Edition .. 85.4 84.7 6326 636.8 58,045 57,567 430,145 433,056 56,636 55,928 
Texas Edition ........ 86.0 85.2 6165 608.2 58,495 57,906 419,229 413,593 56,969 56,621 
Average 5 Editions 84.1 $1.6 613.2 612.1 57,159 55.449 416,996 416,251 55,780 53,988 
Successful Farming ........ 65.8 718 570.4 606.7 29,626 32,306 256,697 272,997 29,276 31,875 
WD nasccsces... 326.7 “335.6 2,481.7 2,595.6 162,655 165,114 1,230,595 1,279,970 159,712 161,855 
# Not included in totals. 
Monthlies 
Agricultural Leaders’ Digest . 79 109 76.2 92.7 3,406 4,697 29,488 39,809 429 429 
American Fruit Grower .... 24.1 24.9 200.2 209.7 10.414 10,757 86,487 90,479 10,075 10,557 
American Poultry Journal: 
#Eastern Edition ...... 20.8 218 4199.7 231.0 8936 9,363 85.790 99,096 8,069 8,205 
Midwest Edition ...... 20.3 20.9 197.7 208.0 8712 8979 84805 89,267 7,943 8,309 
Southeastern Edition . 22.8 23.6 201.9 2216 9,774 10,143 86,637 95,097 8,063 8,864 
Southwestern Edition .. 29 —— 196.3 — 9,847 84,238 8,164 | 
#Pacific Edition ....... 23.9 27.3 41998 210.8 10,249 11,697 85.718 90,490 8,073 9,121 
Average 5 Editions in "57 
4 Editions in "56 .... 22.1 23.4 199.0 2178 9,504 10,045 85,438 93,487 8,062 8,625 | 
American Vegetable Grower . . 225 228 1819 1523 9,709 9,844 78,563 65,806 9,582 9,489 | 
Arkansas Farmer .......... 119 19.3 1070 1548 9,014 14,639 80,932 117,180 8,737 14,042 | 
Better Farming Methods .... 25.1 329 2119 238.2 10,788 14,093 890 102,173 10,788 14,093 
Breeder-Stockman .......... 228 214 j38065 $337.1 9,534 8904 128,870 141,650 742 616 
Breeder's Gazette 10.6 13.1 1009 1204 4,771 5890 45.419 54.206 2,974 4,848 
Broiler Growing .......... 31.7 34.7 242.7 247.2 13,583 14.878 104.120 106,038 10,988 10,949 
California Citrograph ...... 21.4 20.0 138.6 138.5 14,364 13,720 93,338 93,332 14,140 13,440 
Whe Gattfeman .......0.05. 59.0 69.0 477.0 538.9 27.794 28,980 203,351 226,614 27,794 28,980 
Cooperative Digest ........ 5.8 8.9 40.1 43.2 2.436 3,738 16,842 17,604 2,436 3,738 
County Agent & Vo-Ag Teacher 20.7 228 1849 184.7 8878 9,763 79,322 79,236 8878 9,763 
Electricity on the Farm .... 13.8 13.9 71.7 64.7 4926 4971 25,653 23,302 
Farm Management ........ 15.4 20.4 133.0 149.3 6,591 8762 56959 64067 6591 8,762 
Farmer -Stockman: 
Oklahoma Edition ... 319 414 26.1 31.3 13,707 17.758 112.204 134,267 12,536 16,526 
Texas Edition ........ 29.1 40.3 24.9 30.1 12,495 17,309 106.770 129,015 11,324 16,077 
Average 2 Edition ....... 305 40.9 25.5 30.7 13,101 17,533 109,487 131.641 11,930 16,301 
Florida Cattleman ........ 64.0 62.0 404.0 416.6 26,875 26,046 169,733 175,050 18,691 18,221 
Florida Grower & Rancher .. 233.5 208 1699 185.4 15,964 14,199 121,206 126,250 15.613 
Georgia Farmer .......... 9.0 12.2 1415 1554 6806 9,225 110.736 121,511 6,727 9,134 
Kentucky Farmer ......... 21.2 19.3 153.7 162.5 16,640 15,129 120,570 127.415 15,660 14,248 
Michigan Farm News ...... 2.4 3.2 13.1 14.7 5612 7,444 34,162 5,309 7,364 
Mississippi Farmer ........ 78 143 1039 1161 5,904 10825 60.627 87,801 5817 10,401 
Missouri Farmer .......... 106 116 67.4 86.4 7,293 8,004 46,462 59.479 6,492 7,257 
National 4-H News ........ 17.1 178 1213 1244 7,182 7,705 51,013 55,268 
National Live Stock Producer . 12.1 13.2 93.6 109.3 8832 9610 68,142 79,551 8,154 9,247 
Nation’s Agriculture ...... 8.8 5.5 50.4 549 3981 2,469 22,687 24.713 3,981 2,469 
New Jersey Farm & Garden . 378 422 3243 335.4 17,016 19,010 145,997 150,937 16,601 17,055 
Poultry Tribune: 
Eastern Edition ...... 24.0 269 258.1 286.7 10,297 11.552 110,730 123,009 8,999 10,201 
Midwest Edition ..... 23.5 23.4 248.1 250.3 10.086 10.025 106.455 107.360 8907 9,421 
Southeast Edition ...... 278 289 2784 281.5 11,939 12,393 119,428 120,777 9,469 10,520 
Southwest Edition ...... 2.8 —— 257.6 — 11,515 110,532 9,066 
Pacific Edition ........ 38.5 417 284.6 3.3 16,521 17,887 122,076 130.105 11,871 12,502 
Average 5 Editions ...... 28.1 30.2 265.4 280.4 12,072 12,964 113,844 120.313 9,663 10,661 
Southern Livestock Journal . 60.5 58.4 435.7 423.9 25,438 24,570 183,019 178,878 4,158 3,668 
Southern Planter .......... 176 204 168.7 2088 12,343 14,274 118,067 146,168 11,928 13,785 
Tennessee Farmer & Homemaker 11.1 1441 1028 1095 8.622 11,062 80,346 85.884 7,878 10,624 | 
Turkey World ............ 34.1 25.3 337.7 295.7 14,628 10,856 144,856 126.865 12,388 9,158 
Western Dairy Journal ..... 27.2 28.3 213.2 229.3 11,683 12,133 91,511 98.324 7,063 9,588 
Western Fruit Grower ..... 28.3 28.2 2076 196.7 11,865 11,848 87,213 82,613 11,865 11,848 
Western Livestock Journal: 
Mts. & Plains Edition ... 27.2 195 2241 £3123 11699 8176 96,153 131,182 5,941 5,513 
Pacific Slope Edition .... 53.0 55.5 498.1 586.1 22,766 23.828 213,685 251.440 10,241 12,713 
Wyoming Stockman-Farmer 35.0 33.5 242.3 220.5 26.488 25,536 183,206 167.902 24,127 23.248 
Total Group ........... 846.7 901.3 6,793.5 7,324.0 412,034 423,482 3,391,470 3,483,814 318,316 337,586 
# Not included in totals. 
Newspaper Monthly Farm Sections 
Iowa Farm & Home Register 11.3 128 8113.1 130.9 11,533 13,115 115,414 133,584 11,140 12,584 
Se GD. ccvcenccseve 3.5 9.0 39.5 62.3 3,503 9,061 39,529 62,501 3,503 9,061 | 
+Texas Ranch & Farm ........ 10.9 194 101.1 136.7 10,934 19,754 101,136 139,412 10,346 19,544 
. - Fees 25.7 41.2 253.7 329.9 25,970 41,930 256,079 345,497 24,989 41,189 
¢t Changed from 1,020-line page to 1,000-line page in January 1957. 
Semi-Monthlies 
American Agriculturist ..... 25.1 27.0 202.7 223.6 18,263 19,661 147,581 162,944 16,306 17,682 
Colorado Rancher & Farmer . 23.7 30.7 219.3 257.0 18,045 23,214 166,273 194,504 16,988 22,240 | 
Dakota Farmer ............ 475 61.9 410.8 450.7 37,267 48,527 322.076 353,325 36,527 47,802 
We CUED ceccesecccccce 58.4 60.6 563.2 572.2 45,797 47,519 441,526 448,594 42,349 44,064 
Hoard’s Dairyman ........ 51.0 422 364.5 356.9 37,190 30.732 265.369 259,851 32,480 25,755 
Indiana Farmer's Guide .... 12.9 19.3 135.5 167.6 10,111 15,124 106.224 131,413 7,553 11,797 
Kansas Farmer .......... 346 462 271.0 335.4 26,360 35,178 206.026 254,955 24,747 33,770 
Michigan Farmer ... + 80.0 72.0 604.0 644.0 30.790 31,204 260,133 284,312 27,666 27,455 
Missouri Ruralist ........ ; 29.6 38.7 308.3 328.5 22.524 29.442 234,316 249,667 20,447 27,862 
Montana Farmer-Stockman 48.9 64.7 378.8 420.0 37.002 48,933 286.411 317,538 33,390 44,807 
Nebraska Farmer .......... 56.6 62.4 548.0 578.2 42,846 47,234 414,369 437,260 38,961 42,896 
New England Homestead .... 27.1 26.5 215.3 237.9 18,977 18,527 150.684 166,036 15,390 13,667 
OO ae 80.0 88.0 688.0 736.0 30,586 37,868 306,976 344,438 27,268 34,074 
tPennsylvania Farmer ...... 64.0 80.0 5760 652.0 21.813 29,784 281,027 17,500 27,161 | 
Prairie Farmer: | 
H#llinois Edition ........ 60.4 72.2 586.5 629.3 43,956 52,567 426,977 458,170 36,903 45,209 
H#iIndiana Edition ....... 55.4 67.5 561.9 608.5 40,314 49,111 409,053 442,978 33,261 41,753 | 
Average 2 Editions ...... 578 69.8 5741 618.9 42,135 50,839 418,015 450,574 35,082 43,481 | 


-——Total Advertising, in Pages——. ———Total Advertising, in Lines———, 
June 


1957 
Rural New-Yorker ......... 18.0 
Wallaces’ Farmer .......... 63.8 
Western Farm Life ....... 17.1 
§Colorado Edition ........ 23.1 
Wisconsin Agriculturist 
SS Perr rer 43.9 
are 846.0 


+ June 1957 linage is estimated. 3 
Farm Life. 


June Jan.-June Jan.-June June 
1957 


1956 1957 
26.2 1713 228.9 14,090 
75.6 597.2 657.7 50.044 
28.7 1805 205.4 16,949 
316 236.7 304.6 21,701 
56.1 425.8 498.3 34,442 


979.5 7,490.5 8,268.4 542,903 
Not included in totals. § Colorado 


Farm Linage Trend. Fiswres in tmousands 


Commercial Dis- 

play Excluding 

Poultry, Classified 

and Livestock, 

in Lines 

June Jan.-June Jan.-June June dune 
1956 1957 1956 1957 1956 
20,560 134,308 179,511 11,913 18,211 
59.234 467,496 515,631 48,323 57,459 
22,521 141,533 161,049 14,464 20,141 
25,540 185,732 239,199 4458 2,361 
44,013 333,835 391,597 33,701 43,255 


663,133 4,847,350 5,662,376 491,049 485,085 
edition carries all linage appearing in Western 


1957 
JUNETI63 
MAY |202 


1956 
JUNE 


a seaman 


MAGAINE ~*~ 


SEMI-MONTHLIES 
1957 


JUNE 
may[8o1 | 


1956 


BI-WEEKLIES 
1957 


JUNE 
MAY 


1956 


WEEKLIES 
JUNE 


MAY 


sune [IE 


* June totals for Canadian publications are considerably lower than May figures because they do not include finage for 
Country Guide, Family Herald, Farmer's Advocate & Canadian Countryman, Free Press Prairie Farmer and Western Pro- 


CANADIAN * 
1957 


1957 


JUNE 


1956 


ducer. 
Bi-Weeklies 
Arizona Farmer-Ranchman .. 64.0 616 481.7 480.6 48,443 46,629 364,184 363,370 47,365 45,621 
California Farmer: 
Northern Edition ...... 47.0 453 358.46 365.7 35,542 34,308 369,972 270,117 34,837 32,650 
Southern Edition ...... 45.2 43.7 339.7 347.8 34,212 33,105 257,283 264.044 32,820 30,316 
Average 2 Editions ....... 464.1 445 349.2 356.8 34,877 33.707 263.648 267.080 33,849 31,483 
Dairymen's League News .... 12.1 117 89.0 93.3 8833 8,571 64,900 68,092 8.435 8,160 
. ft Perr 122.2 1178 919.9 930.7 87,153 88.807 692,732 698.542 89.649 85,264 
2 Not included in totals. 
Weeklies 
Iowa Farm Bureau Spokesman 444 37.8 146.2 155.9 45,110 38,367 148,991 158,836 42,365 35,168 
+The Poultryman: 
National Edition ........ 42 138 117.6 95.4 15,438 14,994 127.616 103,559 10,745 9,492 
New Jersey Edition ...... 26.0 33.4 224.4 230.7 28,218 36,297 243,551 250,409 21,797 27,416 
New England Edition .... 16.7 19.7 141.8 131.4 18,168 21,387 153.824 142.628 12,355 13,070 
Dixie Edition ........... 60 — 123.4 — 16,278 133,943 1531 —— 
Weekly Star Farmer: 
Kansas Edition ........ 196 184 82.8 104.1 48,372 45,244 204.108 256,424 32,696 30,468 
Missouri Edition ...... 19.0 19.0 87.9 105.0 46,876 46.858 216,564 257.706 32,405 32,741 
20kla.-Ark. Edition ..... 178 86170 77.1 96.6 43,746 41,948 190,019 237,913 30,902 29,128 
Average 3 Editions .... 68 181 82.6 101.9 46,331 43,683 203,564 250.681 32,001 30.779 
Western Livestock Reporter . 63.0 19.2 214.2 172.8 3,542 1,337 154,294 158,270 14,994 8,789 
. bree 179.3 123.9 967.6 786.2 126,754 112,382 962,219 813,702 113,837 93,935 
+ Five issues in June 1956: four issues in June 1957. & Not included in total: figures shown are for May issues. 
-—Total Advertising, in Pages———. ———Total Advertising, in Lines———. 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May May May 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Dailies (May) 
Chicago Daily Drovers 
ere 29.0 278 180.9 167.1 61,536 59,178 384,970 355,673 35,943 35,857 
Kansas City Daily Drovers 
ae 27.7 241 174.6 164.8 58,989 52,250 371,579 350,644 41,693 31,748 
Omaha Daily Journal- 
SE 0 steseucecenss 29.5 29.7 196.1 189.4 62,689 63,321 417,351 403,133 43,721 41,548 
St. Lowis Daily Livestock 
ae 19.0 19.0 124.7 122.1 40,464 40,481 265,370 259.803 28,403 29,728 
Total Group ........... “T0S2 “1006 ~ 676.3 ~ 643.4 223,678 215,230 1,439,270 1,369,253 149,760 138.881 
-—Total Advertising, in Pages———. ———Total Advertising, in Lines———. 
June June Jan.-June Jan.-June June June Jan.-June Jan.-June June dune 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Quarterlies 
Farm Quarterly ........... 76.5 87.3 169.0 200.5 36,261 41,396 80,106 95,053 36,261 41,396 
| Canadian (June) 
Les Bulletin des 
Agriculteurs ............ 56.2 46.9 384.1 367.4 39,364 32,845 268,996 257.254 39,000 32,649 
Farmer's Magazine ........ 21.0 29.3 156.6 187.3 9,009 12,565 67,194 80,347 8,887 12,493 
Total Group ..... ‘ 77.2 762 540.7 554.7 48.373 45,410 336.190 337,601 47,887 45.142 
-——Total Advertising, in Pages——. ———Total Advertising, in Lines———, 
May May Jan.-May Jan.-May May May Jan.-May Jan.-May May May 
1957 1956 1957 1956 1957 1956 1957 1956 1957 1956 
Canadian (May) 
+Family Herald .......... 86.5 106.4 401.6 473.5 84,376 106,452 391,595 473.553 60.199 74,160 
Free Press Prairie Farmer .. 119.1 120.9 521.9 531.2 125,087 126,939 547.954 557,771 71,983 71,746 
Western Producer ......... 578 66.5 282.1 300.3 61,854 71,111 301,898 321,302 40,046 46,063 


Six Executives Promoted 
by DuMont Broadcasting McKenna, director of 

Richard D. Buckley, president|@nd sales development, and Ken- 
of the WNEW division (New/neth Klein, advertising director, 
York) of DuMont Broadcasting|both of WNEW, take over similar 
Corp., has become vp in charge | Posts at DuMont. John M. Grogan, 
of programming and sales for all| Program manager of WNEW, has 
DuMont stations. He retains the|become program manager of 
WNEW title. 


research| WTTG, Washington, 


Kelley Will Head Dromedary 


Roy F. Kelley has been appoint- ‘Esquire’ Promotes Krauss 
WABD. James R. Bonfils, former-| ed president of the Dromedary di- 
David Yarnell, publicity director|ly an account executive with Tel-| vision of National 


relations director of DuMont. Mary|been named station manager of, who is retiring after 37 years with; the magazine’s advertising sales 
succeeding | Dromedary. Mr. 
James Anderson, who was trans-' joined the company in 1939 as a 
ferred to DuMont’s New York of-| student salesman, 
fice. 


Kelley, who 


has been Mr. 


Redfield’s assistant since April, 


1956. 


Marvin 


Krauss, formerly mer- 


Biscuit Co.,|chandising manager of Esquire, 


of WNEW, has been named public! evision Programs of America, has! succeeding William F. Redfield,| New York, has been promoted to 


staff. Evan Forgelman, currently 
with the promotion department of 
the Esquire Club, will succeed Mr. 
Krauss as merchandising manager. 


Simoniz Names Two 

C. Paul Amerman has been 
named merchandise manager and 
Arthur F. Connolly assistant sales 


manager of Simoniz Co., Chicago. 
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OF ALL FARM OPERATORS IN THE UNITED STATES 
HAVING ONE OR MORE MILKING MACHINES 
SUBSCRIBE TO FARM JOURNAL! 


Dairy farming is big business. 


Dairy farmers who operate in a sizable way use milking ma- 
chines. All over the nation—East, Central, South and West— 
the overwhelming majority of these farmers subscribe to one 


of Farm Journal’s four regional editions. 


Here’s Farm Journal’s coverage by editions: 


a ee eee 777% 
| Central edition ....... eeeeswes 76.8% 
ee 64.6% 
WS Ge a. Gags. . oe tee 59.2% 


Bought and read by more than twice as many farm families as 
any other publication, Farm Journal gives farm families every- 


where what they want, need and can’t get anywhere else. 


FARM JOURNAL 


One of the nation's truly great magazines. More than 3,500,000 subscribing families 


Graham Patterson, Publisher Richard J. Babcock, President 
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Reprinted from The New Yorker, courtesy of Chrysler Division and its agency: McCann-Erickson, Inc. 
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OCTANE—D-X Boron, Phillips offer higher octanes; Blue Sonoco offers a blend of four mixtures. 


Oil Companies Reach Out into New 
Markets as Old Ones Grow Saturated 


(Continued from Page 2) 

all the major companies in the! 
octane race, the majors are on| 
either of two sides of the fence: | 
either two or three graders. Sun Oil | 
Co. will introduce five grades into 
its marketing area early in 1958. 

Competition from independents | 
is causing the majors to keep their | 
eyes peeled on what is the fastest | 
growing group of gasoline market- 
ers in the U. S. today. The majors 
in recent years have been aver-| 
aging an annual growth in volume | 
sales of about 5%, whereas, ac- 
cording to one industry vp in 
charge of marketing, independents 
grew about 25% in volume during 
each of the last five years. In some 
areas last year they were selling 
more gasoline than the two leading 
local majors combined, he said. 
The mushrooming growth of the 
independents within the last five 
years has far outdistanced the ma- 
jors, causing the giants of the in- 
dustry more than a little anxiety. 


s Jersey Standard’s move into the 
Northwest has only been one of 
several moves the Jersey giant has 
made within the last 12 months— 
primarily in the Midwest. Jersey 
Standard, with the purchase of 
Pate Oil Co. in the summer of 
1956, has moved into Wisconsin, 
and its acquisition of Perfect Pow- 
er Oil and Oklahoma Oil Co. has 
made its marketing strength felt 
in the Chicago area. Jersey’s prin- 
cipal domestic marketing company 
is Esso Standard, which markets in 
18 states on the East Coast and in 
the South from Maine to Louisiana. 
Jersey Standard hasn’t ignored 
the niceties of the ground rules of 
1911, whereby each of the Standard 
companies set up were allowed to 
market outside a fixed area so long 
as it did not market under the 
“Standard” trademark. 


s Jersey's prowling for additional 


marketing outlets has not been a 
solitary one, Another member of 
the Standard family is showing the 
itch to broaden its marketing area. 

Standard Oil Co. (Ohio) has 
been bulging at the seams to push 
beyond the confines of its one state 
marketing area. Its recent move 
into Michigan has met with the 
stern opposition of Indiana Stand- 
ard, while Kentucky Standard has 
taken a dim view of Sohio’s cross- 
ing of the Ohio River into the 
Blue Grass state. 

Unlike its cousin, Jersey Stand- 
ard, Sohio is not avoiding the 
trademark controversy. Ohio 
Standard is flexing its muscles un- 
der the Sohio name in the baili- 
wicks of both Indiana and Ken- 
tucky Standards’ 


backyards and) 
with what other companies insist | 


is a complete disregard of the 


dissolution agreement of 1911 by 


| which the U.S. Supreme Court dis- 


solved the Standard trust and out- 
lined the states in which the sur- 
viving members could market 
under the Standard trademark. 
Not even Standard Oil of Cali- 
fornia, which was the first of the 
Standard companies to foray into 
“pioneer” country by its entry 
shortly after World War II into 
“Essoland” (Jersey Standard’s 
marketing area), did so under the 
Standard name. California Stand- 


|ard markets in the East under the 
name of Calso. 


® Sohio recently has moved into 
Michigan and Kentucky under the 
Sohio brand name. The company 
has lost its initial battle with Indi- 
ana Standard in federal district 
court on its right to use the Stand- 
ard name outside its one-state 
marketing area. Even if the same 
decision should be reached by the 
appeals court, Sohio will continue 
to market outside of Ohio but un- 
der a different brand name. It is 
not anxious to do so, since mer- 
chandising a brand name is expen- 
sive and secondly may not be as 
effective as marketing under the 
present brand name. In the past, 
Sohio has tried marketing under 
the name brands of two affiliates, 
Fleet-Wing Corp., and Canfield 
Oil Co., but was unhappy with the 
result, according to National Pe- 
troleum News. 

Part of Sohio’s plans stem from 
the fact that the company probably 
has already saturated the one-state 
market. It controls 35% of the 
gasoline sales within Ohio, but it 
is also wary, because were it to 
increase its share, the government 
might take a jaundiced view of the 
situation. 


—— 


its here -the Big Change! 
¢he 2 all-new Standard Gasolines 
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Activity has not been confined to 
the Standard companies. 

Gulf Oil, which markets mainly 
east of Illinois, with its heaviest 
concentration in the Southeast, 
recently boosted its Chicago office 
from zonal to divisional rating. It 
is known to be eyeing expanded 
operations in the Great Plains area, 
especially along the main highway 
arteries linking the East with the 
West Coast. Gulf, as well as other 
companies, is carefully watching 
the relocation of some 28,000 miles 
of interstate highways, part of the 
federal highway program, which 
will have a marked effect on the 
location of now existing outlets. 

Gulf admits it will open addi- 
tional stations, up to 6,000 within 
the next few years. Whether they 
are heavily earmarked for the 
Plains area Gulf will not say, but 
this is apparently one of the “un- 
developed sections” Gulf is looking 
to. A Gulf spokesman said the com- 
pany was looking to the least de- 
veloped areas—‘“west of the Mis- 
sissippi and south of the Missouri 
has a high desirability.” 


s But it’s not Gulf’s Plains area 
expansion which is holding the 
principal attention of oil marketing 
men. It’s the real possibility that 
Gulf may move onto the West 
Coast, by taking over Union Oil Co. 
of California. 

In 1956, Gulf completed a loan 
of $120,000,000 to Union Oil, in 
return for convertible debentures. 
If the convertible feature is exer- 
cised, it would give Gulf 25% of 
Union’s common stock. Oil men 
feel the motivation for the loan was 
far from altruistic. 

As one of the top oil marketing 
officials said, “Gulf will be operat- 
ing Union within five years. The 
convertibles make Gulf Union’s 
largest single stockholder.” 

e Gulf, which during 


the last 


year has also gotten control of 
Warren Petroleum, 


one of the 
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Ad Budgets Raised 
8-12% to Promote 
Higher Octanes 


New York, June 25—While ma- 
jor oil marketers on the West 
Coast stand around waiting for 
“the last frontier” to be invaded 
by super-premium gasoline adver- 
tising, 
Oil Co. of California gives not an 
inkling of when it will plunge the 
Pacific Coast into the octane race. 

California Standard, seven-state 
marketer, largest oil marketer in 
the West, is still marketing as its 
top grade premium a gas in the 
95 to 97 range. But it is expected 
to get into the “super” race this 
year with a 99-plus octane entry. 

The West Coast remains the last 
area which has not entered into 
what some oil marketers charac- 
terize as the “insane” octane race. 
Following the lead by California 
Standard, West Coast marketers 
are sure to forego their “disdain” 
for higher octane numbers, and 
Shell, Richfield, Union Oil, Tex- 
aco and others are expected to fol- 
low the lead of their brethren east 
of the Rockies, where the octane 
race is a competitive reality. 

California Standard is expected 
to up the octane on its present 
premium gas, rather than enter a 
new third grade. 


Sun Oil Co. began experimenting 
with a five-grade system in a few 
Florida cities. While Sun is pres- 
ently introducing a temporary 


20-state marketing area, it has al- 
ready extended its five-grade se- 


the sphinx-like Standard | 


| 
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version program for its stations 
will cost well over $30,000,000. 

With Sun’s pacing the field, a 
whole new pattern was set. Shell 
followed shortly with an upgrad- 
ed premium, Super Shell, 99-plus 
octane. Esso’s scrapping of the 
two-grade system in May, 1956 by 
offering a third super-premium 
gasoline in the 100-plus octane 
range did not take the industry 
by complete surprise in view of 
Sun’s action. Esso was followed by 
Cities Service into the ranks of 
the multi-graders. Gulf this spring 
also jumped on the three-grade 
bandwagon. 


= Whatever side of the fence oil 
marketers are jumping to in their 
premium stands, advancing adver- 
tising budgets are geared to move 
the new products. Though some 
sources indicate “greatly” expand- 
ed budgets for 1957, a general 
sounding of oil company market- 
ing and advertising men indicates 
most companies will increase out- 
lays between 8% and 12% during 
the present year to highlight their 
premium grades. 

Top grades are being emphasized 
with slogans like Texaco’s “tower 
of power” or Shell’s “Super Shell.” 
Others follow a similar pattern. 


|Gulf, whose third grade is known 


as “Crest,” will stress satisfying 
100% of cars, while Sinclair with 
its “Power-X” gas is plugging the 
additive “X-chemical” along with 


# The multi-grade hassle started| the octane boost. Cities Service is 
back in the winter of 1944, when| using the “100-Plus” theme, Sun 


Oil’s multi-blender theme “the 
right octane for every car,” and 
Socony Mobil is using a chart ad 


4 |campaign showing which grade of 
premium grade this month in its} 


} 
| 


gas is best for specific car models. 
Esso has been plowing a large 
part of its ad budget into moving 


lector pumps to all of Florida, and|its third grade, “Golden Esso Ex- 
will have its five grade “cocktail” | tra.” 


Humble has been pushing 


blending pumps in all of its 8,000| the “Golden Extra” heavily in its 
stations by early 1958. Sun’s con-|two-state marketing area. = 


nation’s leading marketers of natu-|domestic marketing, who is spoken 
ral gasoline and liquefied petrole-|of by associates as the man who 


jum gas, and British American Oil, 


jone of Canada’s two leading inte- | 


| grated oil companies, is in a strong 
position because of its tremendous 


crude reserves. With one of the, 


strongest crude positions in the 
world, Gulf has been looking for 
expansion of markets. 


“sold the company on marketing.” 

During his brief three-year 
tenure at the marketing helm, Gulf 
has been aggressively picking up 
new outlets, remodeling old ones 
and discarding money losers. He 
worked his way up from the bottom 
rung with Gulf, starting as a clerk 


In its deal with Union, Gulf has|at its Alexandria, La., operations, 
gained a West Coast market for! his home town. 


its crude, while Union got what it 
needed——cash and crude. 


| 


® Phillips Petroleum, until only 


Union markets in 11 West Coast | recently a highly regional market- 
and Rocky Mountain states. In re-| er, is now consolidating its recent 
cent years, Union has not been in| move into the Southeast. Taking 
a favorable crude position. Much of | time out following its “March into 
the cash will be used to develop its | Dixie,” many oil marketers feel 


drilling program in Canada. 
Unencumbered by any geograph- 
ical limitations, Gulf Oil shows 


| 


the company will start its “March 
to Maine.” Phillips marketing men 
say that for the present they’re 


signs of becoming the nation’s sec-| content to build present marketing 
ond national marketer. Texas Co.| operations. But this doesn’t pre- 


is the only 48-state marketer at 
present. 

Behind much of the recent 
changes in Gulf’s marketing tech- 
niques has been C. J. Guzzo, vp, 
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|clude additional expansion. 


Phillips, which opened its first 
gasoline station in Wichita, Kan., 
in 1927, is now marketing in 35 


‘states, with over 17,000 stations. It 
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POWER—Major oil companies almost all have entries in the high-octane race, with Cities Service offering autoists three mixtures. 
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Now from the world’s most advaneed repnery- | 


Greater _— 


10 InecTeQne In price 


has the earmarks, according to 
some oil marketers, of being an- | 
other contender for 48-state honors, | 
but probably not quite as quickly | 
as Gulf. Phillips, with its home 
base in Bartlesville, Okla., is now 
as far northeast as Richmond, Va., 
and rumors have it that Phillips’ | 
scouts have “infiltrated” into 
Pennsylvania and New Jersey, 
searching for jobbers to take on the 
“66” line. 


® Sinclair Refining Co., which 
markets in 37 states and holds 30% 
of the common stock of Richfield | 
Oil, and Shell Oil Co., which mar- 
kets in 40 states, are not planning | 
any geographical expansions. Their | 
plans call principally for improve- | 
ment and expansion within their) 
present marketing areas. 

Recent marketing expansions | 
among regional operators within 
the last 18 months have shown the 
American Oil Co., an Indiana 
Standard subsidiary, moving into 
the Texas market; D-X Sunray Oil 
Co., Tulsa, moving into western 
Tennessee and eastern Arkansas, 
and Humble Oil, a New Jersey 
Standard affiliate, moving into 
New Mexico. With the opening this 
month of American Oil’s refinery 
in York, Va., much of the gasoline 
volume normally diverted from its 
Texas City plant to East Coast 
stations, may go looking for new 
markets. Sun Oil Co., Philadelphia, 
a 20-state marketer, heavily on the 
East Coast, early this year moved 
into the Chicago area for the first 
time as a marketer. 


s The independents, which now 
account for between 10% and 12% 
of gasoline sales, are another factor 
upsetting the traditional geograph- 
ic pattern of oil marketing. 

Since the merger in May, 1955, 
of Sunray Oil Co. with Mid-Con- 
tinent Petroleum Corp., the com- 
pany’s marketing arm, D-X Sun- 


ray Oil Co., during the last 15) 
months, has aggressively moved 
into several metropolitan areas in 
which it previously did not mar- 
ket. An average of 10 to 15 sta- 
tions are now in various stages of 
completion in Wichita, Kan., St. 
Louis and Memphis. 

C. F. Niessen, advertising and 
sales promotion manager for D-X 
Sunray, said that the company has 
opened some 200 new stations in 
the last year in its 20-state mar- 
keting area. In addition to heavy 
expansions in Arkansas and Ten- 
nessee, he said the company is 
planning additional geographic 
expansion, principally in Nebraska, 
North and South Dakota. 


® Testimony given last month by 
J. G. Jordan, vp, marketing, for 
Shell Oil Co., before a congres- | 
sional subcommittee, revealed that 
in Shell’s marketing area, sales by 
independents accounted for from 
20% to 60% of the markets. 

“At the end of 1956 as compared | 
with 1955, in Savannah, Ga., the! 
local-brand marketer had 37.3% 
of the total market, representing an 
increase of 15% greater than the 
consumption increase for the year 
1956; in Racine, Wis., private-brand 
marketers had 44.3% of the busi- 


ness; East Peoria, Ill., 60.1%; 
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Stockton, Cal., 37.3%,” he testified. |to their having quality gas products|markets in towns of up to 5,000|takes heavy outlays of cash to 
In other cities he reported inde-|and multi-pump facilities capable | population. build deep water terminal facilities 


pendent penetration of the market of volumes of business as high as Independents have not success-| to handle tankers. In addition, in- 


as follows: San Bernardino, 30.6%; ‘half a million gallons per unit per fully penetrated the East, where it | dependent 
Tucson, 25%; Galesburg, Ill., 27%, | month.” smc Ben fr Aton lee 


and Knoxville, Tenn., 27.1%. He! 


'pointed out that the trend holds|s Reports indicate independents HERE! DAILY most everyone keeps up 

| true for nearly all urban markets. | are racking up a wha'e of a volume i with the world... HEAR eapio 490 FIRST © 
Mr. Jordan pointed out that the|in not only the larg: +t of the met- 

inroads made by independent or | ropolitan areas, like Chicago, Los The Family Station . 

private brand marketers were aue | Anesies, Milwaukee, St. Paul, Ese GREATER CLEVELAND'S . : 

not only to the groups’ use of “cut- | Houston, Tampa, but more recently METROPOLITAN VOICE 


price, rebate, premium and give- | have been making considerable 


away method of pricing, but also|progress in penetrating smaller “ eo come Seals... More Remes 


From an ice cream cone to a prescription, there’s something for 
everyone in a drug store these days. And the men, women and 
children in the 308,594 families who read the Mirror-News 

know what drug store items to buy and where to buy them, thanks 
largely to their favorite Los Angeles afternoon daily newspaper. 
For the family-edited Mirror-News contains news and special 
features for everyone old enough to read — and adults and 
youngsters alike rely on its authoritative columns for guidance, as 
well as for suggestions on how to spend their billion and a half 
dollar annual income. In addition to their drug store purchases, 
they spend $260 million on automobile needs, $91 million 

in clothing stores, $337 million in food stores. 


FIRST IN HOME-DELIVERED CIRCULATION © FIRST iN TOTAL ADVERTISING VOLUME IN THE LOS ANGELES AFTERNOON NEWSPAPER FIELD 


Estimates of average family expenditures in the Los Angeles 
Virgil Pinkley, Editor and Publisher Metropolitan area (1955) adjusted on the Home Audit findings on 
family income and family size for Mirror-News families. 
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in which there is not a flexibility 
of supply. The general attitude is 
also that the East is unattractive 
as a potential market since it is not 
a growing area, and there is al- 
ready too great a degree of satura- 
tion by the majors. 

Many of the majors are selling 
dealers and cut rate independents 
at the same time. Many oil mar- 
keters feel this is a dangerous 
method of doing business. “One of 
these days they’re going to get 
pitched off,” a major marketer 
recently said. 


s Thrusts into new markets rest 
on the oil industry’s belief in the 
growth of future demands for oil 
products, but, even more, on the 
fact that as each “invader” comes 
into a virgin area in which it 
has not previously marketed, it 
slices off a part of the market 
available, and new outlets must be 
picked up by traditional area mar- 
keters. R. A. Hunter, Gulf’s man- 
ager of retail and jobber sales, 
said: “We have to move someplace 
else to protect ourselves in the 
clinches. Our traditional area in 
which we are No. 2 marketer (the 
Southeast) is the place where 
others are moving in heavily.” 


s The answer given by many of 
the nation’s top oil marketers is— 
“Spread out.” Gulf, the classic 
example of a company feeling the 
squeeze play in its “home” area of 
strength in the Southeast, is feeling 
the pressure of companies like 
Phillips, D-X Sunray, Indiana 
Standard’s Pan American Southern 
Oil, the mushrooming independents 
and others, and is doing just so by 
going west. In fact, since Phillips’ 
recent move into the Southeast, the 
company has managed to knock off 
a sizable chunk of the area market. 


moved into New Mexico for the 
same reason:the population is up 
15%, as opposed to the national 
average of 8.5%. 

Confidence in the future de- 
mands for oil products has served 
to stimulate the search for new 
markets. During 1957, oil market- 
ing expansion will rise to an esti- 
mated $460,000,000, an increase 
of 8% or $34,000,000 over 1956. 
Forecasts for 1960 indicate a 
larger cash outlay for major oil 
company marketing operations 
than last year. Domestic demand 
for oil products will be up some 5% 
this year, while demand over the 
next decade is expected to increase 


on the average by 3% to 4% annu-|and the prospect of a rise in car 
|registrations by 1961 of 17.8% to 


ally. 


# A_ National 
survey for the next decade reports: 


gasoline sales at service stations up | 


40.7% by 1966; dollar volume per 


station will be up about 58%; 34% |market” gasoline stations. Stations 
more cars on the road in 1966 than | 


1955 (with the largest increase 
slated for the western U. S.). 
Other trends foreshadowed by 
government statistics are making 
for the optimism of the oil industry 


also. These include gasoline con-| 


sumption in 1961 of 1,386,000,000 
bbls., up 24.2% over 1955 and by 
1966 1,932,000,000 bbls., up 46.5%; 


Petroleum News| 82,100,000 as compared to 1955. 
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ice station survey showed a de- 
crease in service stations of some 
35% during a six-year period. The 
number of two-car families will 
tend to increase as families move 
further into suburbs, with longer 
distances from work and shopping 
facilities. 

The complexion of clientele will 
broaden with this trend, as the 
number of school-age teenagers 
painow cars increases as well as the 


72,300,000 and by 1966 of 33.6% to 


One of the most significant 
trends of oil marketing during the 
next decade will be toward “super- 


will be fewer but larger. By 1961 
there will be 178,630 service sta- 
tions in the country, with a drop 
forecast by National Petroleum 
News to 177,000 in 1966. The av-| number of women drivers. 
erage station will service some 335| Moving into “home” territories 
cars by 1961, as compared to 280) of other companies involves more 
in 1955. The 1966 ratio will climb| than the will to do so. Marketing 
to 385 to 1, an increase of 37.5%. plans call for a considerable outlay 
The 1954 Census Bureau’s serv-|of cash in either newly-building 


Source. Nielsen Interim Report for April 1957, 
Sunday through Saturday average 


Most recent reports show Phillips 
ranking third among the majors 
in Florida, fifth in South Carolina, | 
sixth in North Carolina and eighth | 
in Georgia and Alabama. Alabama 
and Florida have 13 major oper- 
ators, while there are 14 in North 
and South Carolina and Georgia. | 
® Avid followers of census reports, 
oil company marketing men cal 
continuingly sensitive to popula- 
tion trends. Gulf’s eyeing of the! 
West Coast is no apparent secret. | 
Why? The area’s population is up| 
about 20% in the last five years, 
and promises to make even more 
rapid strides within the next dec- 
ade. Jersey Standard’s Humble Oil 


GEE! I’m going to 


try that candy!” 


Commercials on WGN-TV have | 
away of getting results—because | 
‘WGN-TV programming keeps 
folks wide-awake, interested 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales | 


““ WGN-TV 
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or acquiring existing facilities like | ™ 


bulk plants, refineries, pipe lines, 
transportation facilities, terminals 
and natufally a stronger crude oil 
position. All this has called for 
another look by the “newcomers,” 
geared to a careful reassessment 
and realignment of all 
from transportation through to a 
careful analysis of proposed re- 
finery locations. 


® The competitive jockeying of oil 
companies for expanding domestic 
markets has led many companies to 
build extensive marketing research 
operations within the past few 


policies | ; 


CT... 

Commando ’ 
POWLR UTION y * 

Cas is here! 


sow | eapntmmitad rons re 9 macasanct a 


PAN-AM 
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| years and their attendant problems 
years. It wasn’t until the postwar|that a sizable marketing research 


movement was begun in the oil 
industry, according to a recent 
study by the marketing research 
committee of the American Petro- | 
leum Institute. 

The importance of 
search in the oil indus: 


market re- 
ry was made 


apparent when, in 1°52, the insti-| 
tute established tic marketing 
committee. Though he first mar- 


ket research group v 
in 1930 by one of the 
to World War II only six of the 
major integrated oil companies had 
anything resembling a marketing 
research group. Most of the majors 
today have some form of market 
research department. 


is established 
Majors, prior 


The enlarged scope of marketing 
research among the majors has 
| been due to an increased sensitiv- 
ity to supply and demand, stiffer 
competition, a multiplicity of prod- 
ucts and continuingly increasing 
large investments in distribution 
facilities. 


s Many of the majors are making 
|considerably more use of profes- 
|sional marketing research agencies. 
Of the 15 major companies which 
have established marketing re- 
search departments, according to 
an institute report, 10 report fre- 
| quent use of outside agencies, while 
|an additional four stated they had 


greater than at any time 
years!...WCBS-TV leads 


the past year!... 


local entertainment and 
programs, including all 


Maybe you heard them too—the sound 
and fury of claims about new programs 
that were supposed to blow New York 
viewing habits sky-high. 


Well, the smoke is settling now. Let’s 
see what actually has happened: 


WCBS-TV’s share of total viewing is 


in the past two 
the second- 


place station by 52% —the third station 
by 183% ...WCBS-TV shows a larger 
audience gain than any other station in 
WCBS-TV leads in 
every hour of the day but one, from 8am 
straight through to sign-off! 


It takes day-in, day-out showmanship 

to win and hold attention in television’s 
biggest market. To its superb schedule 
of CBS Television Network programs, 
WCBS-TV adds a dazzling array of 


public affairs 
five of the top- 


rated local participating programs, 
and four of the top five daily news 
programs in all New York television. 


Naturally, more national advertisers 
buy the station that attracts the 
biggest audience most of the time. 


WCBS -TV es. covet seer 


Channel 2—represe: ted by CBS Television Spot Sales 


39 


used them on occasion. The other 
company said it planned to use an 
outside agency in its future opera- 
tions. 


s The marketing committee of the 
American Petroleum Institute re- 
cently came up with some interest- 
ing statistics: Urban American 
families spend an average of $325 
a year to operate automobiles; 
roughly 60% of this figure, or $200, 
is spent on service station items, 
such as gasoline, motor oil, batter- 
ies, accessories and services, while 
of the major share of each dollar, 
43.2¢ goes for gasoline, motor oil 
takes 4.2¢, new tires 5.3¢ and 
batteries 2.1¢. 

The committee has been working 
actively with many groups since 
its inception four years ago, In 
1955 it worked with Country Gen- 
tleman on a survey of farm mar- 
kets for petroleum products among 
higher-income farm families. # 


NOW! 


‘Carrol Naish 


adventures of 


CHARLIE CHAN § 


Brand-new half-hour T'V series! 
Excitement—thrills and chills 
of Hollywood and exotic 
European locations captured on 
film. Veteran character actor, 
J. Carrol Naish, makes Charlie 
Chan live and breathe. James 
Hong is the Number One Son. 
Beloved by millions, who’ve 
paid out their dollars to match 
their cleverness with Earl Derr 
Biggers’ most famous detective! 
Wire or phone collect today to 
reserve your market before 
some other quick-thinking 
advertiser snaps it up. 


Ld Hurry! Markets are 
being reserved 
today! Wire or 
phone for private 
screening! 


Television Programs of America, Inc. 
488 Madison Ave., N. Y. 22 * PLaza 5-2100 
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JOHN WILHELM, Manager of McGraw- 
Hill's World News Service, spots a fast- 
breaking news story coming from London 
via radio teletype. Machines link the 
world-wide network of Bureaus and Cor- 
respondents to his New York Headquarters. 


assignment anywhere...ano ii asin 


McGraw-Hill’s World News Service Provides Global Business News Coverage for 33 Magazines 


HEN McGRAW-HILL EDITORS want business or technical articles from 
ipo they turn to John Wilhelm. As Manager of McGraw-Hill’s 
World News Service—the most extensive maintained by any business 
publisher—John can have an assignment carried out anywhere in the 
world. 

Started in 1946, this service today maintains 9 full-time bureaus, plus 
correspondents in 54 key cities abroad. Experienced foreign correspond- 
ents keep news stories, special articles and other material flowing into 
New York headquarters of McGraw-Hill—more than 100,000 words of 
copy weekly. Last year, 1,487 major articles and cables, plus 15,339 news 
items, were channeled into McGraw-Hill editors’ hands. 

What kind of a man heads this service? John Wilhelm has journalism 
in his blood. During high school and college years, he was a reporter. His 
history as a professional journalist covers police and general reporting in 
Chicago, Bureau Manager for UP in Detroit, and Cable Desk service in 
New York. In 1944, Reuters’ war correspondent John Wilhelm landed in 
Normandy on D-Day plus 1, served across Europe with the Allied forces 


until they joined up with the Russians at the Oder River. Post-war, John 


MeGraw-Hill Publications 


McGraw-Hill Publishing Company, Inc., 330 West 42nd Street, New York 36, N.Y. 


put in three years as a European newspaper correspondent, then joined 
McGraw-Hill. After stints as Bureau Chief in Buenos Aires and Mexico 
City, he returned to New York at the end of 1954 to head up the World 
News Service as Editor. 

How does John feel about his news-gathering network? “First, in cover- 
ing global events for business magazines, we need the very best of 
journalists. That’s why our people are all men and women who know 
their business of news reporting and writing. These top-caliber news 
writers are building a new profession, because never before has there been 
a world-wide news service specializing in developing and reporting busi- 
ness and technical news at its source, wherever that source may be and 
whenever the story may break.” 

This unrivalled coverage of business and technical news from abroad 
is one more reason why McGraw-Hill magazines are read by the people 
who must keep on top of the new and the news-worthy. Best evidence of 
success is the fact that the men who read McGraw-Hill magazines rely on 
them for the “what” of business and industry just as they rely on your 
advertising pages there to tell them “what with.” 
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Salesense in Advertising... 


‘The Hidden Persuaders’ Is 
a Disservice to Advertising 


By James D. Woolf 
Advertising Consultant 

“The Hidden Persuaders,” an introduc- 
tion by former newspaper man Vance 
Packard to “the New World of Symbol 
Manipulation and Motivational Research,” 
is a disservice to the advertising business. 
“This book,” says the 
author, “is about the 
way many of us are 
being influenced and 
manipulated .. . some 
of it is disquieting, par- 
ticulafly when viewed 
as a portent of what 
may be ahead on a 
more intensive and ef- 
fective scale for all of 
us.” Packard also com- 
ments that “some of the manipulating 
being attempted is simply amusing.” 

“Amusing, hell!” muttered the man 
who sold me the book, the owner and 
proprietor of a popular book store. “It’s 
frightening!” 


|e IE 


"9 


James D. Woolf 


= If this were a professional textbook, 
serious and conservative, written by a 
competent advertising man for private 
study by advertising men, it might have 
a valid reason for being. But it is no 
such thing, and Packard seemingly did 
not intend it to be. There is nothing in 
this sensational volume that is not al- 
ready well known to informed advertis- 
ing men. I find in it hardly one thing 
that has not already been reported amply 
in Fortune, Harvard Business Review, 
Wall Street Journal, ADVERTISING AGE, 
and three other of “the most respected 
journals read by advertising men and 
marketers.” One such journal, says Pack- 
ard, published 36 articles on motivational 
research between the years 1943 and 
1954. 

No, there is nothing new or even inter- 
esting in this book for professional ad- 
men. It appears to have been deliberately 
planned and written to dismay and 
frighten the general public. The jacket 
blurb, in fact, admits as much: “And how 
they [motivational researchers] are using 
this information to engineer your consent 
to buy, believe, and even vote for what 
they want you to may well give you a 
slightly chilly feeling along the spine.” 
The italics are mine. Further, says the 
jacket, “The reader will come away from 
‘The Hidden Persuaders’ with a 
heightened awareness of the subtle ap- 
peals with which he is constantly being 
undermined.” Again the italics are mine. 


s If Packard’s behind-the-scenes revela- 
tions of what is going on in “this eerie 
world” [again quoting the jacket blurb] 
of motivation are intended to alarm and 
even horrify the American people, and 
thus sell a lot of books and make fat 
royalties for Packard, he has been spec- 
tacularly successful. I note in today’s 
Chicago Tribune that “The Hidden Per- 
suaders” is the second non-fiction best 
seller in the Midwest. I note also, inci- 


dentally, that “The Last Angry Man,” 
which portrays, in the person of one 
Woody Thrasher, a thoroughly usavory 
picture of the agency business, especially 
in radio and television, is the second best 
seller in fiction in the Midwest. 

Yes, I said “alarm and even horrify the 
American people.” Turn to Page 37 and 
note this: “One . . . project of note was a 
psychiatric study of women’s menstrual 
cycle and the emotional states which go 
with each stage of the cycle ... The aim 
of the study .. . was to learn how adver- 
tising appeals could be effectively pitched 
to women at various stages of the cycle.” 
And note—in the chapter, “Back to the 
Breast, and Beyond”—this offensive con- 
cept: “The insight of Freudian psychiatry 
that pictures many adults as subcon- 
sciously feeling the pleasant mouth sat- 
isfaction they felt as infant breast feeders 
and small children opened vistas for the 
depth merchandisers . . . It became clear 
to Dr. Dichter and his motivational ana- 
lysts that ice cream symbolizes to many 
of us uninhibited overindulgence or vol- 
uptuousness, via the mouth.” 

Equally startling is the erotic conclu- 
sion that men see the convertible as a 
possible symbolic mistress. “If we get a 
union between the wife and mistress— 
all we sought in a wife plus the romance, 
youth, and adventure we want in a mis- 
tress—we would have ... lo and behold, 
the hardtop!” 


® This book, as I say, cannot possibly in- 
crease public respect for advertising and 
the advertising business, and it will cer- 
tainly do nothing to heighten your pride 
and my pride in our means of making a 
living. Packard says, on Page 27 of his 
book, that I belong to the “old school,” 
and I tend to believe that he is right. I 
know that, recently, when working on a 
beer campaign, I was advised to include 
in my layouts a picture of a large, over- 
sized glass of beer. “That’ll be your fa- 
ther image,” said the motivational expert 
who sat in the meeting. I almost retched— 
but of course I am not up on what’s going 
on nowadays. 

Be that as it may, I do not know why 
Packard wrote his disquieting book. 
Whether he saw in it merely a chance to 
make a fast buck, or whether he sin- 
cerely regards it as a scholarly and 
worth while contribution to the social 
sciences, or something, is beyond my 
knowledge. In any event—and now I am 
getting down to the real point of this 
piece—the real responsibility for this 
startling volume rests squarely on the 
shoulders of the advertising business. 
We've been asking for it—and now we've 
got it. 


® Incidentally, I find many opinions and 
judgments in Packard’s report that I do 
not agree with. One or two examples will 
suffice. For instance: “These motivational 
analysts ... are learning ... to offer us 
considerably more than the actual item 
involved. A Milwaukee advertising exec- 


utive commented to colleagues in print 
on the fact that women will pay $2.50 for 
skin cream but no more than 25¢ for a 
cake of soap. Why? “Soap,” he explained, 
“only promises to make them clean. The 
cream promises to make them beautiful. 
(Soaps have now started promising beau- 
ty as well as cleaness.)” 

Indeed! “Have now started,” my foot! 
More than 40 years ago, long before the 
days of the depth probers, Stanley Resor 
promised beauty with his memorable 
Woodbury’s soap campaign, “A Skin You 
Love to Touch.” And nearly that many 
years ago, Albert Lasker made history 
for Palmolive soap with his promise of a 
“Schoolgirl Complexion.” And note this 
one: “The majority of people,” reports 
Packard, “brush their teeth for a reason 
that has little to do with dental hygiene 
or even their teeth. They put the brush 
and paste into their mouth . . . to get rid 
of bad taste.” This indeed would be news 
to the late Claude Hopkins, an old- 


For Harried Admen... 


schooler, whose classic campaign, “Film 
on Teeth,” made millions for Pepsodent 
and Albert Lasker. And it will be news 
to Dr. West’s, by far the leading tooth 
brush, which has been preaching clean 
teeth and dental hygiene for 30 years or 
more. 

At another time I shall present my view 
that this psychology stuff is nothing new. 
I read, for example, that the motor car 
makers are at last beginning to learn the 
power of the emotional pitch. If so, they’re 
a long time in getting hep; Ned Jordan 
knew all about that some 40 years ago. 
Since the turn of the century we have 
known that appeals to man’s emotions 
(today called the “depth approach”) are 
effective persuaders. There is no doubt 
that motivation research, when used with 
calm good sense and good taste, is a use- 
ful advertising tool. It is too bad that the 
Packard book is now giving the general 
public “a slightly chilly feeling along the 
spine.” + 


Deadlines Beating You? Look Here 


If you are puzzled by the odd-looking 
calendar shown here, you shouldn't be. 
It’s aimed at replacing the one you use 
now, and solving all your problems. 

It was sent to ADVERTISING AGE by 
A. J. Anthony and Howard L. Hubert, 
who make up the sales promotion and ad- 
vertising team of the Lumberman’s 
Credit Assn., Chicago, with the comment: 
“We haven’t the slightest idea which one 
of our disgruntled suppliers had it de- 
signed for our benefit.” But it landed 
on their desks one morning with the 
following explanation, designed to light- 
en the deadline load of admen every- 
where: 


e Every job is in a rush. Everyone wants 
his yesterday. With this calendar, a cus- 
tomer can order his work on the seventh 
and have it delivered on the third. 


e All customers want their jobs on Fri- 
day so there are two Fridays in every 
week. 


e There are seven days at the end of 
the month for those end-of-the-month 
jobs. 


e There will be no first-of-the-month 
bills to be paid as there isn’t any first. 
The 10th and 25th also have been omitted 
in case you have been asked to pay them 
one of those days. 


e There are no bothersome non-produc- 
tive Saturdays and Sundays. No time and 
a half or double time to pay. 


e There’s a new day each week called 
negotiation day. Contracts may then be 
re-opened each week. 

There now. Everybody happy? 


CALENDAR FOR A RUSH JOB 


NEG FRI FRI 


THU 


WED TUE MON 


8 1716/3514) 3 


15 | 14 


13 


2/11| 9 


22 | 21 


20 


19 | 18 


30 | 29 


28 


27 | 26 


37 | 36 
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On the Merchandising Front... 


Use Business Paper Space to Put 


Policies on the Line 


By E. B. Weiss 

It would hardly be proper to call it a 
trend, but I believe I am beginning to 
discern an increasing use of business 
paper advertising to explain basic com- 
pany policies to the trade—to use this 
white space, in other 
words, for something 
resembling heart-to- 
heart talks with a man- 
ufacturer’s distributors 
and dealers. 

It strikes me as an 
excellent idea. I have a 
notion that, in some 
major categories in 
particular, trade rela- 
tions have ebbed pretty 
low. Misunderstandings may be only one 
of the causes, but where misunderstand- 
ings exist, or where the trade is generally 
poorly informed on a major supplier’s 
fundamental policies, why not put those 
policies down in black and white or in 
color? 

For several years, Firth woven floor 
coverings have been using business paper 
insertions that run into hundreds of words 
of text, signed by the head of the busi- 
ness. These have been extremely inform- 
ative—timely, frank. 

More recently, the maker of Hamilton 
dryers has apparently scored a _ ten- 
strike with a series of business paper ads 
that take the trade right into the com- 
pany’s executive council chambers. 


E. B. Weiss 


8 Now I note that, at the time of writing, 
General Electric ran business paper ad- 
vertisements under the very clearly stat- 
ed question-heading: “Will General Elec- 
tric make a ‘private brand’ of major ap- 
pliance for an individual customer?” (The 
answer was “no.”) It may be that this 
piece of copy was planned as a competi- 
tive counter move to the recent announce- 
ment that Westinghouse would make pri- 
vate-brand appliances for one of the huge 


chains. 

But putting aside this factor, note how 
frankly GE’s business paper copy dis- 
cusses this provocative question: 

“Will General Electric make a ‘private 
brand’ of major appliance for an individ- 
ual customer? 

“This is a question which many people 
have asked. As a matter of fact, we’ve had 
many offers to get into this side business. 

“Our answer has always been the same. 
General Electric will not make a private 
brand of major appliance—for at least two 
very important reasons. 

“First of all, the GE monogram on an 
appliance means the best engineering, the 
most modern design and the highest qual- 
ity. This is what the monogram means to 
the consumer—and we've worked hard to 
give it this meaning. 

“Secondly, by concentrating all our ef- 
forts on this single objective of building 
the strongest possible consumer franchise, 
we are helping the man who to us is the 
most important individual in our organi- 
zation—the General Electric dealer. 

“Our dealers tell us that our ‘no pri- 
vate brands’ policy is good for their busi- 
ness. And what is good for the General 
Electric dealer’s business certainly is good 
for us.” 


® As the distance between supplier man- 
agement and the distributing trade in- 
creases, there is a growing need for bet- 
ter communication between the two. 
Business paper copy offers an excellent 
medium of communication for this pur- 
pose. 

I expect to see business paper space 
used to a growing degree as a method of 
re-establishing and maintaining a contact 
between supplier and distributor, wheth- 
er the distributor be a wholesaler or a 
retailer. And I expect to see these mes- 
sages written with a due regard for the 
intelligence, as well as the information 
needs, of the distributing trades. # 


Looking at Radio and Television... 


TV Money Tree Has Been Pruned 


By The Eye and Ear Man 

The continued availability of several 
choice television network time periods 
and programs reflects a general softness 
in business which is slowly being felt by 
agencies trying to get long-term commit- 
ments for marketing plans from their 
clients and ending up with quarterly 
bookkeeping. 

The plain facts of life are that rising 
costs have made many advertisers leery 
about committing themselves for more 
than any 13-week cycle. Rising costs of 
doing business, increased prices for raw 
materials, upped distribution and sales 
costs, all add up to thin profit margins. 
The old adage, “It’s all Unice Sam’s 
money—pour it into advertising,” has 
been replaced by the worried look on the 
comptroller’s kisser. 


® The cash position of American indus- 
try is pretty poopy. The percentage of 
dividend to stock value is getting lower 
and company presidents are putting the 
heat on marketing managers to return 
more net dollars at the cost of streamlin- 
ing their organization and expenses, in- 
cluding advertising. 

All this adds up to a quiet revolution 
now taking place in television. The first 
thing to go was the long-term commit- 
ment. Last year most vendors asked and 


got 52-week commitments on the old 39 
original and 13-week repeat formula. This 
season the hot shows—because they were 
in demand, not necessarily because they 
were good—got at least 39 weeks and 
many got 52. After the first flurry of 
sales, the pattern became more of a 26- 
week commitment. 

If an advertiser has only alternate 
weeks—and that’s all most of them have 
—this means that for program or business 
reasons, he can cancel out after he has 
paid for 13 shows. This is a sound meth- 
od of doing business, since it duplicates 
the benefit of magazines wherein a 13- 
insertion campaign would cover a six- 
month period due to early closings and 
time for production. 

The shows which are not yet sold can 
be bought on even more favorable terms. 


Advertising Age, July 1, 1957 


The Creative Man’‘s Corner... 
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Wonk for 


_ Hunt's 
Tomato-rama 


Watch for pms grecer s ae — dom’ a 


quently assembled in just that order. 


bered the advertiser. 


These three advertisements—for Hunt, Marlboro and Hanes—we feel rep- 
resent a healthy departure in advertising design. It’s about time, we feel, that 
somebody decided an advertisement does not have to be composed of four 
rigid elements—caption, illustration, body text and signature, all too fre- 


It just so happens, of course, that the three items advertised would tax a 
copyman’s ingenuity to find something new to say about them. (Why Hunt’s 
catsup instead of Heinz’s? Why Marlboros instead of L&Ms? Why Hanes in- 
stead of Berkshire?) So a presentation is made that shocks and startles the 
reader with its unusualness, holds him because he has not seen such a presen- 
tation before and is curious, and impresses itself upon his memory because of 
the initial shock and the succeeding length of exposure. 

We would like to see more such presentations. We feel the advertisers bold 
enough to use them would probably find the departure from the tired, the 
worn and the commonplace well worth the trying. We have never subscribed 
to the theory which holds that the bigger the signature, the better remem- 


Our congratulations to the agency people who have conceived these ads and 
the advertisers who were smart enough to approve and run them. # 
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Once-monthly commitments, thirds or 
fourths of shows and even pre-Christmas 
spot buying is possible this year. It is 
likely that the old “Show of Shows” for- 
mula, initiated seven years ago by Pat 
Weaver, allowing the advertiser to buy 
a minute controlled spot on a top net- 
work program, will be the pattern of the 
future. 

The only way for the television indus- 
try to sell out is to enable smaller adver- 
tisers to enjoy prime time on an afford- 
able basis. This means limited commit- 
ments and small dollar expenditures. The 
daytime on NBC, secondarily on CBS, and 
completely on ABC will be sold on this 
basis in the foreseeable future with vol- 


ume discounts making it attractive to 
large advertisers. 

As business becomes harder and more 
competitive, the advertiser has the di- 
lemma of spending proportionately to 
meet his competition at the expense of a 
lower net profit or risking the loss of po- 
sition in the market by keeping adequate 
profit dollars at the cost of cutting adver- 
tising. This is a tough decision for man- 
agement. 


® The net net for television boils down to 
a few tough facts of life that the chang- 
ing network personnel must square up to: 

1. The heydays are over. Nobody is 
standing in line for time or programs. 
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o-op Advertising: Where to from Here? 


First, General Motors, next Chrysler Corp., 
Ford, then American Motors in rapid succession 
recently announced decisions to drop dealer co-o 
advertising programs. Immediate result of this 
new factory policy was reflected in list price in- 
creases for most models, floor price cuts in others. 

Dealers wanted to know: How much more per 
car will this cost me? Manufacturers asked: What 
will be the result of this decision in the field? But 
the most sensitive soul-searching occasioned by this 
sudden shift was indulged in by advertising space 
representatives who wondered aloud: Is media due 
for a shakeup in the automotive field? 

To find the answers, those financially concerned 
with the abandonment of co-op advertising — 
dealers, manufacturers and media men—turned 
naturally enough to the Newspaper of the In- 
dustry, AUTOMOTIVE NEWS. As far back as 
December 3, 1956, AUTOMOTIVE NEWS pub- 
lished the “very first” definite information on 
dealer co-op—“Ad Charge Assumed GM.” 
This was followed by “Chrysler Adopts GM Plan 
for Co-op Ads” (Jan. 7, 56); “Ford to Drop Ad 
Charges; GM, Ford Boost Freight” (Jan. 14, '57); 
“AMC Drops Ad Charge” (March 11, ’57). "These 
are just a few examples. And now comprehensive 
reports giving the dealer reaction and the over- 
all effect of the new co-op plan has appeared in 
May 20 and June 3 issues of AUTOMOTIVE 
NEWS. 

This then, is the job AUTOMOTIVE NEWS— 
and AUTOMOTIVE NEWS alone — is doing; 


gathering, sorting, editing, interpreting and pub- 
lishing vital information of the vitally important 
automotive industry. To deliver this news — 
weekly, while it still is news—to 44,000 paid sub- 
scribers* takes 14 experienced full-time editors, 
and 106 on-the-spot correspondents constantly in 
touch with dealers, manufacturers, field repre- 
sentatives and service men. 


No wonder that in its 32 years of publishing 
AUTOMOTIVE NEWS has come to be regarded 
by automobile men as the newspaper of their in- 
dustry, geared to their needs, suited to their 
tastes. Discover yourself the difference in response 
your own selling message generates among auto- 
motive men when you place it with their weekly 
must reading publication. 


Why not inquire about how AUTOMOTIVE 
NEWS has helped boost the sale of many other 


Keeps you in front of the fast-moving automotive market 


products, and may be able to do the same for 
yours? Simpl t in touch with your near 
AUTOMOTIVE NEWS representative and 
him to call, at your convenience, of course. He 
can show you how to take advantage of 
AUTOMOTIVE NEWS' big 2-market coverage . . . 
coverage of both automotive manufacturing execu- 
tives and the buying influence in 28,000 car 
dealerships. 
*86 percent of whom annually renew their subscriptions 
at the regular $8 rate. They're offered no premiums, cut- 
rates or special inducements. 

* * > 
NEW YORK: Edword Kruspak, Ray Billingham, Howard E. 
Bradley, Murray Hill 7-6871. 
CHICAGO: J. Goldstein, William H. Gallagher, State 2-6273 


DETROIT: R. lL. Webber, William R. Maas, Roy Holihan, 
Woodward 3-0495 


LOS ANGELES: R. H. Deibler, Dunkirk 3-0303, 


seks Rise to 729,000 


apron 

ent ehewing ter che Mame 
——— —— nae toe Peete . . 

scene lh ae ee EST foreenting = 


> See ee hie Se eo aan « ae _* 
— a a ae ae bask ia all ~ > ae Meer. Re ip int le pag i ata ss = han. ie te = ay See ee = 
a. ee. es a POM eee a ee ee 0! ae ae. 7 aa ea = Pee ae > 
eee ee ee ae ee en slike Men my Pe Se ee ala 
aul : - x i ‘ pen ss 4 * a : = ‘ 9 17 Ban os er ag | 
a s 
, ag Ee a “4 Se Sy - ir p a ae 2 yA ~, , x : < £ ie eS — - a capil ¢ — PP ee se 
H vr; : v ’ » Ate b < ~4 ” 5 , "i . : a Ye set 2 
| & RS TN) RRR ee 
{ ’ > f en ee , Aa} te” by ad dl : ; : 
at ; \ ae ee ey ee ) = oe 
Pt a . ‘ , % y ps - 
ONCE + * Aree ees *) “ oe 
| ‘* al? Pe tee A, t, ar ae "y 2") Sas 
wget NG . oe Ed Initia? war sare 
\ ¥ ‘ “ > * i : / han 7 hh “4 —— e 
lim . . RS TiS ra. 5 ed 
t an y a) ie . hd eh rep ; Le Bae ie oo ‘0 ead ; . 
i : Ls \ bt) > f | Boe Oe in Ms rar. iii 
ZZ SAS | NE eS ote gan’ <a es el — | 
| 7 ye 4 ey a hie 3 Yi a Ke? yy a) i erg “4 : 
t > aA 4 : : J . Cn 4 : be 
1 ne 7 r? ; 3 e ne ety 7 : \a ; *) * x —_— oR in oe ay 
] ih ~ Sane Ky; ,. oA eS , hy Fett e ‘aid bs 7 
a 4 . % at f Vignts b a : es 4 - a 4 : = cla 
. . = ; 6? 9 7 ¥ - J ae 
; hi 4 f : a4 bet) a? oy aa oe ‘ ° | — 
1 @ 7 ge OP” 4 . ee iy 3 om 
: ed ‘ , t ~. : ~"? + a . ' 2 -— : aie " » aba: 
rab fe re’ Or , coe y 4 es 
> > by ‘ . oh rm e 4% - = — aie 
q ¢ os d a ved | A + er . es 
: a 5 y, t." ys = : 
i , i) p m - Fe f= . ‘ ; : 
: : : n d - : 
5 ’ e7 ’ ang ” ‘ . aie 
; ’ ee 2g 4 
; ‘ , : ; a es, ik A 
& [me » = — a a see: ' tt? th glee es, a 
" : : 44 ~~ we, ie a te ; ek cae ‘7 air af _ 
‘ : 4 © y, a Ja 4 aad i? ; P 3 
P 5 . ‘sy é ca? Hees 
ts pb re | > 2 ; YE ate | 7. 4 
- SE ? > , 4 ee a : Ea iins 
: ee. . ’ , > os . . ; f * ree” = ; 
% ay _ “se ‘ - vm a4 ‘ og — ‘ 4 : 7 > , ce: eos * 
‘ | —. = 4 a. B\<- is fh a a a a 
. Waser ee | , ‘ J in 44 5 5 +S : q 5 eo ee’ 4 
Rae Oe ree eee / ’ Sgon' % os aee PENS 9 +e, oat si con 
{ = ding? TEM ls Sacer he } tyra, t : ¥ Pee * } | ‘4 ] aes 
bi i — 2" ree eS apne A Edn &1% a : a - 
> | eae ee ae mene ‘ies > he eee : Ky i! ; £ ae 
¥ : Re os ee ee 7 : ha od > ‘ ee ts ; ae 
a pre ete ee A, wai: Sh ’ j ay ee EAT ii 
- ee Ss miata 2 ee . “3 ae 
tt. iz . » a ie 
| 7 ol wee FoR AW/ACTION . &§ 
a. ame \ \\erpeel «RR your LO ; ‘. 
: a + - 4 ; 4 a 
— a acon \ a. —— « = eee [ae ’ / Ss ; i 
id tS ee ec * Se ‘ a ee = : 2° - a . ~ Fxg) alae ms 
Poe co 5 m pai. <2, OBS, Oy Si ae -<* : res 
a ot *4 i % . a , 4 . fa A. ‘ ~ Ss . - " : Loe * 2 * a . ‘ag i 
a Ps J a 7 ; é a - Ame, . é ea * —_> fA 4 ‘ se : i te, , 2 ; 8 ~ a 
. J . : < : e 2 sae “ See Oe eS ae . 4 A 4 4g 2 Ee ae . Ane 8 _ 
ee wh 3 ii : : [ee OP ep eee. S i. eee ~ a i / uf v<_ <> oe a ‘aw OF ee i - 
sie é 4 = ty eget * Se ae : ‘oe’ DT et -¢ BO ve ae fe ae at eae 
% bi ae : : 2 oe Se ae ees ft ee ee ‘ ies wg {\ 4. <9 -. fi oe oe fe Sa es Bee 
3 — F gd A aie ae ie eee ade ie te oO Meets =. a eee i —— - ‘i 
j 7 wy a aed a he ee i Es Se oe ee. Eo 
- ~, " 2 2 foes ~~ 9 at ae .< * wry " oe — pee ee , ees * es hg ty ai Pee eee tia 
| ee | Witte UC | 
£ _ ) i . a wy <a SMa ee OE ore 
; at a % acl . Tee eee oe NM Maen eR ee ic Wee Mee ee ae See 
a . a on es me We: 2 4 is s aa, Eee ie airaa ~~ Lad ee) a" me . a a” ea ih pits * re) ayes - Li, ge nt? er he wy ¥ ke 
: ra t - oe Ai ot re Wigs Hg ae he fa yi : ‘ : 3 , 
‘ ; yo ‘a ioe se i ew (ea ‘ ? Ny a ee he Fo : eo SA Riek tar ay Z 
te y a So oan oa Ms ee Pic inva aps . ' i «OR By ae) + BBO 0 As , gras ne P. Xi, : ~ oN oa. 
: , : ape bs eam: a am ha ~ ae tnd hers : a, a ‘< = x ry BA 
aie. te. . = iar i 2a sot Oe OM. betty Sa iat Pd on ge Relay. a 
4. a Pe is a 22h... — —6—hlUmlC<i«‘ ‘ : wa ORV. ees ny ays Shs ; dy ea Nad Akt , 
“#4 a nA oe o a 3 | a a a a = Ps ih ts nay oe * Yee - oe 7 eg 4 i) i 4 — 4 ; t > ne ‘er ~ <4 , ow P : . : 
bw “ F aN “  e V2 a aa sw 
oe Bed: ‘ 4 : : - 4 . 
_ ) d i Thee OP. eu a Ke ' 4 iw PF. se. my = at 
» 
| 
: 5 
‘ 
fa) 
a = 
f 
a 
Industr. * * 
«The Newspaper of the 4 3 
“ies ye INeUIS a 
@: @ olin a 
: eae 6 vw seep 
——s ik (ence eee 
— ee 
a ok —— ' 
Newton ene / 
wm » 
oa fr balay New-Ca . 
ee as 
we eee a eee iit, spill nie Tit: eee een es Teen | ee 
ee bso Ba ee 5 ey oa ee Pigs OR ae : er ee <e ct ee eee Serieeya coer c genre ar Sy reag ye eet at romance ed ea ee ee ee 
pt ok “ ee Drpiite Fanaa pa Fo ‘eee oe oe Fa Sel es 1 een ee ae tt , “ Zee Rec a Reus a meat je eres ee ee 
eS ae ag 5 tee ee ee a nr aR epee nes. ea em Si a ieee al a eee PRE ty os ie F aera Soe ae 
bie we yp eee | 5) ve tcp Mie = Py be ey eee ee . fe eet ok Manos aly ae po ae é cl ee mE paogiige un ae ria 0500 F : ‘ os oe i) Taig et oy = ma he, ee ee iy ety ee i ae as 


44 


The salesmen have to sell hard and some 
time periods will go begging. 

2. The long-term commitment is going. 
A few large advertisers may sign for 
choice times and/or programs, but most 
will avoid anything but quarterly com- 
mitments and will staunchly advocate 
the magazine concept of buying what they 
need when they need it. 

3. Agency-client control of program- 
ming is wafting away. The magazine con- 
cept plus the delegation of programming 
authority to top professional producers 
is making unilateral agency or client 
control over programs academic and vir- 
tually impossible to exercise. The func- 
tion of buying television programs can 
be called creative media buying. 

4. Network control and power is in 
the ascendancy. The act of running a net- 
work is now virtually the same as run- 
ning a magazine or a newspaper. While 


Congress may deplore this sad situation 
of power in the hands of a few; no one 
has come up with an efficient alterna- 
tive plan. 

5. Local television will be run the same 
as local radio. A nominal charge will be 
made for the local advertiser to enable 
him to buy run-of-schedule spots. Pro- 
gramming on the local level will be the 
function of the local station. 

6. Supply and demand have finally 
caught up with television prices. An ad- 
justment, either in the honest and open 
form of reduced time costs, or a devious 
adjustment in the form of contributions, 
special discounts, multiple exposure plans, 
or straight “blue plate specials,” is ex- 
pected to begin this season on unsold 
properties. There also may be readjust- 
ments of time classfications and a re- 
duction in some station rates as new 
competition lowers delivered audiences. 


Looking at the Retail Ads 


By Clyde Bedell 
(Mr. Bedell is a consultant in cre- 
ative advertising and advertising 
training.) 

This newspaper page shows one of a 
distinguished series of ads. The small ad 
at the top tells the public what a Hudson 
75’er is. It is “approved by a Hudson 
merchandise committee...selected for 
timeliness and desirability priced 
substantially lower than regular price 

.. always up to Hudson’s high standard 
of quality . backed by 75 years of 
Hudson’s dependability.” 

There is considerable benefit implied 
in the form of savings. 

The format of the ad, used consistently 
over a long series, implies importance of 
the merchandise and importance to the 
reader. 


s Since the price is very low, and the 
explanation of a 75’er suggests desirabil- 
ity of the offering, the ad foregoes quite 
generally the use of “benefits,” which 
are so important in converting “selling 
points” (inherent features, specifications, 
etc.) into emotional reactions. 

Facts have little real significance to 
homo sapiens until they are translated 
into terms of his own life and living and 
interests. But since “money talks,” ads 
that lean on price appeal can still be 
successful even if they ignore a good 
many principles of persuasion. 


Employe Communications ... 


All good selling is serving. This ad is 
good because it serves the public well. It 
is informative, illuminating, and as far 
as data is concerned, complete. 

That puts it way ahead of most retail 
advertising. + 


SALE...Our Own Hudson High 
Fidelity System, Beautiful Console 
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Supervisors Survey the Supervisors 


By Robert Newcomb and Marg Sammons 
(Mr. and Mrs. Newcomb operate 
their own organization in employe 
relations.) 

The employe attitude surveyors are 
constantly searching for new ribs to dig. 
By and large this is a healthy practice 
because, if the survey isn’t a foreordained 
whitewash, management may learn some- 
thing useful about itself. 

Last month a manufacturing concern, 
earnestly seeking the harsh facts of its 
industrial life, tried a switch on surveys 
of supervisors. Up to that time the com- 
pany had confined itself to asking super- 
visors what they thought of employes, 
and employes what they thought of su- 
pervisors. This time the company decided 
to ask supervision what it thought of it- 
self. 

There was no landslide recorded in the 


voluntary balloting but some of the re- 
turns were revealing. Certain supervisors, 
invited to comment on their fellow-super- 
visors, probably felt themselves off the 
ethical reservation and abstained—for 
obvious reasons—from calling things by 
their right names. The more courageous, 
however, overcame their reluctance and 
spoke their supervisory minds freely. Re- 
ports showed that a few supervisors think 
poorly of supervision. Some baldly con- 
fessed their own personal shortcomings. 
The result was a fat file of information 
upon which any alert management could 
act. 


® Here are a few of the volunteered com- 
ments, expurgated in spots: 

“X is a bum. He came into foremanship 
from the bargaining unit but he never 
forgot that he was pro-labor and anti- 


management. He loves to fumble a squawk 
from the rank-and-file so the union can 
make a grievance out of it. He could solve 
a lot of those problems himself.” 

“Supervisors don’t savvy this profit 
story. They are dumb like I am. Down in 
my heart I believe what the company tells 
me about rising costs and slimmer profits, 
but I don’t know how to sell the idea to 
the hourly people.” 

“Where do they get the foremen around 
this place? I have been a foreman for 14 
years, but the tramps they have been 
handing supervisory jobs lately don’t even 
know their way around the shop. You 
don’t need to know anything to be a su- 
pervisor these days.” 

“Supervisors don’t know anything about 
human relations. They forget they were 
shop people once themselves and push the 
shop people around. But look at the super- 
intendents—they are rough on everybody 
under them, and the supervisors just take 
a cue from the superintendents.” 


Advertising Age, July 1, 1957 


they might as well sleep. How can a guy 
expect to learn anything about his job 

“Most of the foremen I know sleep 
through the foremen’s meetings—at least 
when he is asleep? Maybe this is a cue 
for the company to get a little life into 
the foremen’s meetings.” 


= These are samples of the self-analysis 
volunteered by the supervisors. A com- 
placent management could accept the 
findings with the comment that they were 
at least frank. An alert management 
would trace responsibility for the mistakes 
right back to itself, where it belongs. Man- 
agement is guilty of bad selection of fore- 
men; management fails to tell its profits 
story  intelligibly. If foremen  aren’t 
trained, it is the sole responsibility of 
management. 

Whether this company will do anything 
about its survey of supervisors remains 
to be seen. On the face of it, there is 
plenty to do. + 


sight 1997 by Paul Pinsen 
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Next Lesson: “More Match Men” 
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The COPYWRITER'S Ark Cs Course 2 


The Marvelous 5-Match Man 


How to use a package of matches to learn about action poses 
for your stick figures 


The Marvelous 5-Match Man 


Now do it yourself. Copy them until 
you get proportions and movements 
well in mind. Try it. There are thou- 
sands of possible realistic poses. 
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46 
Cleveland AMA Elects 


Marion E. Shank, manager of 
the market research department 
of Dobeckmun Co., has been elect- 
ed president of the Cleveland 
chapter of the American Market- 
ing Assn. Other officers elected 
are Gordon R. Weaver of Clevite 
Corp., exec vp; Clark Zimmerman, 
of McCann-Erickson, vp, and 
Newman Ladabouche of Steel, 
secretary. 


Halstead Agency Formed 

Halstead Associates, a new 
agency, has been formed with of- 
fices in the Kemper Bldg., Kansas 
City, Mo. Heading the new or- 
ganization is Dick Halstead, for- 
merly associated with Galvin-Far- 
ris as an account executive, and 
manager of Beaumont & Hoh- 
man’s Kansas City offices. 


Spellman Agency Opens 

Spellman Associates, a new ad- 
vertising, pr and marketing agen- 
cy, has opened offices at 25 Hunt- 
ington Ave., Boston. 


111 0 


| 


POWER! 


Selling products is an upstream 
battle in today’s competitive 
market. It takes power to make 
headway . . . to channel adver- 
tising skillfully over shoals and 
into homes of receptive prospects. 


WSAZ.-TV can do this for you 
in the rich Ohio River market. 
Blanketing 69 important coun- 
ties with half a million TV 
homes, its power is measurable 
both in ERP and in viewer ac- 
ceptance, persuasive selling. 


No other medium approaches 
WSAZ-TV’s broad popularity. 
Nielsen shows (for example) a 
nighttime, weekday superiority 
of 100,580 homes for WSAZ- 
TV over the next-best station. 


This kind of penetration and 
preference gets advertising re- 
sults . . . and can propel you to 
new sales levels in America’s in- 
dustrial heart. Any Katz office 
can help you harness WSAZ- 
TV to get you upstream faster. 


HUNTINGTON-CHARLESTON, W. VA. 


V.3.0. NETWoORE 


Affiliated with Radio Stations 
WSAZ, Huntington & WKAZ, Charleston 


Represented by The Katz Agency 


UPSTREAM 


LAWRENCE H. ROGERS, PRESIDENT | 


| Peter Pan Sets 
All-Print Campaign 
for Girdles, Bras 


New York, June 25—Magazines 
j}and newspapers will be used ex- 
clusively by Peter Pan Founda- 
tions Inc. during its fall cam- 
paign. 

Six successive pages of color ad- 
vertising with a split-run store 
listing will appear in the October 
McCall’s. The insertion will fea- 
ture several styles of Hidden 
Treasure bras and Little X and 
Hi-X girdles and panty girdles. 

The company also will introduce 


action.” 

Other ads will announce that 
Hidden Treasure henceforth ° will 
be made in “the world’s most lus- 
trous cotton,” Wamsutta’s Luster- 
cale. 

The fall drive will end with hol- 
iday season color ads introducing 
Hidden Treasure and Little X in 
“whistle red.” 


® Ads are scheduled for Seven- 
teen, Glamour, Charm, Mademoi- 


=-|selle and other magazines. News- 


papers in 50 markets will be used. 
Ben Sackheim Inc. is the agen- 


; cy. + 


NBC-TV Shifts Fladell 


Ernest Fladell, formerly mana- 
ger of special promotions for NBC- 
TV’s participating programs, has 
been named network sales promo- 
tion manager for NBC Television, 
New York. 


Marvin Goldman to Waters 

Marvin Goldman, formerly ad- 
vertising manager of Rapid Film 
Technique Inc., has joined Norman 
D. Waters & Associates, New York, 
as an account executive. 


Alan-Jay Names Siesel 
Alan-Jay Inc., New York, maker 
of nursery products for infants, 
has appointed the Harold J. Siesel 
Co. to handle its advertising. There 
is no previous agency of record. 


How To Motivate 
Salesmen To Get 
Case Histories 
For Your 
Marketing 
Program 


Jones & Lamson did it very effec- 
tively. In the July issue of ADVER- 
TISING REQUIREMENTS you'll 
read how they used shrewd psychol- 
ogy and humor to move their com- 
pany salesmen to dig up some espe- 
cially interesting case histories. 

Results?— unusual case histories 
for an exceptionally successful ad 
campaign. 

You'll get a lot of good ideas from 
this article—and from just about 
every article in every issue of AR. 
You'll keep posted on all of the 
latest developments in advertising 
production, promotion and mer- 
chandising. 

For a year’s trial (12 issues), clip 
this ad and enclose with your letter- 
head and a $3 check. 


Your money refunded anytime 
you say the word. 


Advertising Requirements 
The Workbook of Advertising 
Management 

200 E. Illinois St., Chicago 11 


its Little X bra, a $2 garment, | 
through a series of ads “devel-| 
oped to create back-to-school sales 


4P-GAS HEATING 
SYSTEMS KEEP 
PACE WiTH MO0ERN 
HOME TECHN/QUES — 
NOTICE THIS COMPACT 
UNOER-STAIR 
INSTALLATION | (> 


QIEW LP-GAS 
"ONE HEATING” SYSTEM LETS 
YOU VARY TEMPERATURES IN 
OUFFERENT AREAS OF THE WOME 
AUTOMATICALLY. (NDIVIOUAL 
TWERMOSTATS GIVE YOU 
I FINGER TIP CONTROL ! 


|e POs 1” 


| ||) UKE A PICTURE ON THE WALL 


HANOSOME LP- GAS HANGING OR 
RECESSED WALL WEATERS STAND FREE 

FROM THE FLOOR ... SAVE NEEDED 

4) SPACE. FINISH THEM IN DECORATOR 
COLORS Th MATCH YOUR OWN INTERIORS ! 


| HEAT CAMPAIGN—The National LP- 
Gas Council breaks a new push 


| for gas heating with this ad in the 


July issue of Farm Journal. 


Winter's Coming— 
So LP-Gas Heating 
Ads Set for Summer 


Cuicaco, June 25—The lique- 
fied petroleum gas industry’s new 
advertising campaign for gas 
-heating will be conducted during 
July and August this year. 

The National LP-Gas Council 
will kick off the push with a half- 
page ad in the July issue of Farm 
Journal. The same ad will run in 
the August issues of American 
Home, Better Homes & Gardens, 
Household and Progressive Farm- 
er and in 24 state farm publica- 
tions. 

The new ad is the first to be de- 
voted entirely to one subject. The 
copy theme, “You can heat with 
LP-Gas anywhere,” is supported 
by a cartoon segment showing a 
family relaxing in a living room 
that appears to be floating through 
space. 

Central heating, thermostatical- 
ly controlled zone heating and 
hanging and recessed wall heaters 
are promoted in the ad. Despite 
the weather, the stress is placed 
on heating, because summer is the 
time for gas conversions. McCann- 
Erickson is the agency. + 


Roach Promotes Koenig 

Edward L. Koenig Jr., general 
sales manager of Hal Roach Stu- 
dios, Culver City, Cal., has been 
promoted to vp in charge of sales 
for the tv film production com- 
pany. 


Kellett Joins Weston-Barnett 

Bruce Kellett, formerly in the 
advertising department of the 
| Daily Dispatch, Brainerd, Minn., 
| has joined Weston-Barnett, Water- 
loo, Ia., aS an assistant account 
executive. 


Greenberg Joins TelePrompTer 
Alfred N. Greenberg, formerly 
advertising and promotion mana- 
ger of WBBM, Chicago, has been 
| named director of advertising, pro- 
|motion and research of Tele- 
|PrompTer Corp., New York. 
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Nielsen Network TV 
Two Weeks Ending May 25, 1957 
Copyright by A. C. Nielsen Co. 


Nielsen Total Audience* 
TOTAL HOMES REACHED 


Homes 
Rank Program (000) 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) ..........cssensenneee 15,193 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........ccccscecessnreneeenens 15,153 
3 Perry Como Show (Several sponsors, NBC)  .........cccccssseeserneneresennenennnes 14,105 
4 December Bride (General Foods, CBS) ...ccccccccccccccsccssssereeessenenennerseseennnne 14,024 
5 Gunsmoke (Liggett & Myers, CBS) .......ccccsccsssnrssrsnsnesneneersnstensnennensennne 13,944 
6 en Cmte: San” Ce... sssssandabenngnenbbensicdensabasinioosedinassnets 12,574 
7 re ee Cee TI, GI aiecrececcvciciievcnccentsvicacicinnseasertossrnanenresense 12,372 
8 Playhouse 90 (Participating, CBS) 12,211 
9 Jack Benny Show (Lucky Strike, CBS) ......ccccccccsssseesnnennnseernnneneensenenrennnen 12,211 
10 Alfred Hitchcock Presents (Bristol-Myers, CBS) .........cccccccccseessensnecneenne 12,171 


PROGRAM POPULARITYT 


Rank Program 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) 
3 Gunsmoke (Liggett & Myers, CBS) .......cccccsscsserreneerseenssennnenenenenens 
4 Perry Como Show (Several sponsors, NBC) .... 
5 December Bride (General Foods, CBS) 
6 EE EE NE ee , 
7 Alfred Hitchcock Presents (Bristol-Myers Co., CBS) ......cccccccccesereeererennenenenenen 31.9 
8 PRR FD CT GID cscccncecencstsncnsseesanecerenssessuneinibeasorcnresovonocsree 31.8 
9 Ge Tae CINE Ts GI kccccccccctccsestcecscnceeveccccsnsedesidescsosenotensennsnices 31.7 
10 Red Skelton Show (Pet milk, Johnson's wax, CBS) ........cccccccccecccccccceseenees 312 
Nielsen Average Audience** 
Homes 
Rank Program (000) 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) ........ssseesenere 14,105 
2 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .......ccccccccerccneeereee 13,259 
3 Sacemiber Bethe Games Fees, GIG)  cecececessnsccsccvcssccecscccscccscscossconscsceese 12,977 
4 I IR, TTD ccncnccnnesencsqniensnnsinnsinesccecsescnscontounssoveninti 11,526 
5 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) .........cccccccseseeeenernnnnne 11,365 
6 Alfred Hitchcock Presents (Bristol-Myers Co., CBS) ................ 11,123 
7 Ge Tee Gre Ta, Ge enccttrenecnrtcte cs ccccsincccssncocenseesecccccensevscesere 
8 I've Got A Secret (Winston cigarets, CBS) 
9 Jack Benny Show (Lucky Strikes, CBS) ............cccessevsessrsnnenenenseenennnnnennnns 
10 Perry Como Show (Several sponsors, NBC) ......ccccsccsessressnsnsenensnennenenens 10,760 
PROGRAM POPULARITY? 
Homes 
Rank Program (%) 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) .......:cccseereenneee 35.9 
2 Gunsmoke (Liggett & Myers, CBS) ........-cccccsseererssesnenensnerennnneneneneensnnanenenenne 
3 December Bride (General Foods, CBS)  .....-ccccccsscssserersnernnnnenerennrenenetensnenne 
4 $64,000 Question (Revlom, CBS) occcccccccccccccccceenecseeeeeeneee 
5 Alfred Hitchcock Presents (Bristol-Myers Co., CBS) 
6 Ed Sullivan Show (Lincoln-Mercury Dealers, CBS) ........:c.ccccseescererecenenennenens 
7 GB Tieatar Giemnrell Bloctele, GBD cesecevcccncsecesescenesscsecesesscscerecccsccnscccscecssensesse 
8 Ive Got A Secret (Winston cigarets, CBS) .......ccccccccccecseeeesensennersneneneens 
9 Red Skelton Show (Pet milk, Johnson's wax, CBS) 
10 Jack Benny Show (Lucky Strike, CBS) .......ccccccescsensenneerrenerseneesenreneenenennenns 


* Homes reached by all or any part of program, except for homes viewing only one to 
five minutes. 

** Homes reached during average minute of the program. 

+ Percented ratings are based on ty homes within reach of station facilities and by 
each progrom. 


Trendex TV Ratings 


June 1-7, 1957 
Fifteen Multi-station Cities 


Rank Program Rating 
1 1 Love Lucy (Procter & Gamble, General Foods, CBS) 0.0... 27.4 
2 Chevy Show (Chevrolet, NBC) ........c-sccvcsssese + ssessssnsssesenesnenscsssaneusenesreersnnees 27.3 
3 What's My Line (Remington Rand, Helene Curtis, CBS) 00... 25.3 
4 $64,000 Challenge (Revlon, Kent, CBS) ......c.-ccccsscsesenenenenseersnensesenenensnanes 22.9 
5 Person to Person (American Oil, Homm beer, Life, CBS) .............. 006 22.8 
6 Playhouse 90 (American Gas, Bristol-Myers, Marlboro, CBS) ................ 22.5 
7 Your Hit Parade (Warner-Lambert, Lucky Strike, NBC) .......cccceees 22.0 
8 This Is Your Life (Procter & Gamble, NBC) .o.........ccccccccceseceeeeeeeeressennsenenenes 219 
8 Twenty-One (Pharmaceuticals, NBC) ...........:cccssssessensenenenneenenenseneeenneneenarnnnens 21.9 
10 Steve Allen (Participating, NBC)... 216 
10 $64,000 Question (Revlon, CBS) ......... 2146 


Lutherans Name Brewer & Co. 
Bruce B. Brewer & Co., Minnea- 
polis, has been named to handle 


‘Oil Letter, Daily’ Merge 
Effective July 1, “Oil Letter” 
will be combined with and pub- 
lished as a part of Oil Daily. The| advertising for the Lutheran 
“Oil Letter” has been published by | Brotherhood, fraternal life insur- 
Milburn Petty since 1944 and will| ance society. 
now appear twice weekly in Oil 
Daily, of which Mr. Petty is co- ; é 
founder. Mr. Petty also has been ig — - etc grt 
saa ; , |cago, has name arry J. Stein 
made editor of Oil Daily. copy chief. Mr. Stein formerly was 
|acecount executive with Frank C. 
Jacobi Advertising. 


Kahn Appoints Stein 


Cohen Resigns Babbitt 
Harry B. Cohen Advertising Co., | 

New York, has resigned the B. T.| Creedy to Rosenberg 

Babbitt account, including Glim | John A. Creedy, formerly pr di- 

liquid detergent and Am-O pow-|rector of Pan American World 

dered ammonia. Termination date| Airways, has joined Anna M. Ro- 

is to be at the client’s convenience. | senberg Associates, New York. 
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Walter Bowes, 75, 
Innovator in Mail 
Metering, Is Dead 


WASHINGTON, June 25—Walter 
H. Bowes, 75, a founder and for- 
mer board chairman of Pitney- 
Bowes, Stamford, Conn., maker of 
postage meters and a pioneer in 
the development of the metered 
mail system, died here yesterday 
at Emergency Hospital. 

Born in Bradford, England, Mr. 
Bowes came to this country with 
his parents as a boy. He started 
his career as a salesman of ad- 
dressing machines. In 1912 he 
obtained control of Universal 
Stamping Machine Co., Stamford, 
a principal supplier of canceling 
and post-marking machines. 

In 1920, Mr. Bowes formed a 
partnership with the late Arthur 
H. Pitney, inventor of postage 
meters and head of the American 
Postage Meter Co., Chicago. The 
two companies were merged to 
form Pitney-Bowes. 


20s, and today, in one form or an~- 
other, it is used in 72 countries.” 
It is estimated that better than 
40% of all current U. S. postage 
is metered. 


# For a number of years, Pitney- 
Bowes has been an important na- 
tional advertiser, and has consist- 
ently spent about 2.5% of sales 
for advertising. About 85% of its 
advertising is devoted to postage 
meters; the remainder goes to 
other products. 

Mr. Bowes retired as board 
chairman of Pitney-Bowes in 
1940 and had lived here since 
then. About 30 years ago he was 
active in yacht racing on Long 
Island Sound, and at one time he 
represented the U. S. in interna- 
tional six-meter racing abroad. 
He was also at one time an ama- 
teur race rider and had been mas- 
ter of hounds of the Loudon Hunt, 
at Leesburg, Va. 

He was a member of the New 
York Yacht Club and the Metro- 
politan Club of Washington. 


® Both men had been working in- 


dependently to perfect a postage | Bowes. A second nephew, David T. 


printing device acceptable to the | Bowes, is a company branch man- 
government. Although such de- | ager at Hamilton, Ont. 
vices had been used experimental- | 


ty as far back as 1904, as ADVER- | 
TISING AGE reported several years pg cd asge nce _Cyril Quel 
ago, in a story on the history of s) she = 
the company (AA, June 5, 1950), | lette Langlois, Noundes afd chair 
“it was not until the Pitney |™4" of “ang-Worth Feature Fro- 
and Bowes ideas were merged|&t@ms, died June 18 at Doctor's 
that an efficient meter was cre- | ospital of a heart ailment. ; 
ated and approved. In 1920, Con-| The ct transcribed-radio 
gress enacted the necessary legis-|PToducer, who was 64 years old, 
lation at the request of Postmas- — been ill oe oe ‘ 
ter General Burleson. Singer in e early days 0 
“The first metered mail was/|Tadio, Mr. Langlois later produced 
posted Dec. 10, 1920, and two|such programs as “Jungle Jim, 
years later meters were tallying|“Cavalcade of Music,” “Goebel 
postage at the rate of $5,000,000 a| Beer Show” and the “Emile Cote 
year, Britain and Canada also ap-|Glee Club.” He founded Lang- 


Ralph Wentworth in 1935; a year| neering Magazine. He sold the 
later this company began releasing| Dunlap magazines to McGraw-Hill 
transcribed music to radio stations|in 1923. 

throughout the world. 
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Mr. Dunlap, who had retired, 
built up a reputation as an amateur 
|magician during his retirement. 


Among Mr. Langlois’ survivors 
are two sons who were in business | 
with him—John D. Langlois, pres- 
ident of Lang-Wort!: Feature Pro-| 
grams, and Cyril ©. Langlois Jr.,| 


president of Langlco's Filmusic. | 


BOYCE DUNLAP 

GREENWICH, COnNN., June 25— 
Boyce Dunlap, 65, who launched a 
group of four business publica- | 
tions, died here June 19. 

After graduating from Yale in| 
1915 and doing postgraduate work | 
at Cornell, Mr. Dunlap started | 
India Rubber World, Hardware, 
Industry Illustrated and Engi-| 


ay &© 
So 
—_ 


( 


TOYS 


leadership = 


in editorial excellence... 
in circulation quality... 
in depth of coverage 


A nephew, Frederick Bowes Jr.., | 
is vp and director of public rela-| 
tions and advertising of Pitney-| 


| 


| 


proved metered mail in the early| Worth Feature Programs with | 


latest news, 


annually on 


The American 


Family Newspoper for Americons Abrood 


U.S. OFFICES: Chorieston, $C, Chicago, 


... they’re wild about 
the WEEKEND! 


7 WEEKEND, in this case, is The American 
WEEKEND, the favorite family newspaper 
of U.S. Servicemen and their dependents in 

{ Burope. Published abroad, it brings them the ~ 


American color comics—plus—a brand new 
color gravure section. Your advertising in this 
paper will surely influence these young home- 
makers who spend a large part of $300,000,000 


missaries and P.X.’s overseas. 


Let us show you how to sell this market 
without export “red tape.” 


Contact our nearest office for complete information. 


sports, women’s features and 


American goods in U. S. Com- 


it, Honoluly. Los Angeles, Miomi, New York 


Now! 


CAPTIVATING 


J COLORGRAVURE 


THE TALENTED | | 
SECRETARY | 


ADVERTISING 
| AT LETTER PRESS 
COST! | 
$1500 A 4 COLOR PAGE FOR 
425,000 CIRCULATION. 


| 


IN PICTORIAL LIVING 
MAGAZINE - EVERY 

|  SUNDAY- IN THE 

| PITTSBURGH SUN-TELEGRAPH. 


WHAT 4 pramatic & DISTINCTIVE 
MAGAZINE! ...MAGNETIC NAMES 
THAT EVERYBODY KNOWS.... 
LOUELLA PARSONS -€.V. DURLING - 
PETE HOWE - BRUCE PATTERSON - 
JOSEPH WHITNEY AND MANY OTHERS. 


HOMEY HINTS 
FOR GRACIOUS 

LIVING EHOMETOWN ss 
PICTURES AND NEWS; 


¥. B. 


MEDIA 


0 


| 


DIRECTOR 


LIKE MY BOSS KEEPS 


a 4 


“YOU DON'T BUY SPACE - YOU Buy 
READERSHIP ON THE RADIANT 
ROTOGRAVURE PAGES OF 
PICTORIAL LIVING MAGAZINE |N THE 


PITTSBURGH SUNDAY SUN-TELEGRAPH.” 


REPRESENTED NATIONALLY By 
HEARST AOVERTISING SERVICE 
OFFICES IN PRINCIPAL CITIES 


SAYING, 


Inc. 
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Many Filter Cigarets Have More Nicotine, 
Tar than Regulars, ‘Reader's Digest’ Says 


(Continued from Page 2) | 
subway. 
Batten, Barton, Durstine & Os- 
born is the agency. 


s Most filter cigarets, the article | 
says, “are little more than mouth-| 
pieces” and “to kick a satisfactory 
taste through the filter” the blends 
going into filter-tips are being 
loaded with heavier burley tobac- 
co. 

Because of the findings of sci- 
entists reportedly linking cigaret 
smoking and lung cancer, the arti- 
cle reports, sales of filter-tip cig- 
arets have grown from less than 
10% prior to 1954 to around 50% 
at present, with the possibility of 
reaching 75% by the end of the 
year. 

Accompanying the article are 


” 
car for me! 
Commercials on WGN-TV have 


a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


vs WGN -TV = 


figures on tar and nicotine found 
by Foster D. Snell Inc., New York 
consulting chemist, in the smoke- 


stream of 26 named brands of cig- | a 
arets, half filter-tip and half plain-| § 


tip, and including both king and 
regular lengths. 

“Until a few years ago,” the 
article says, “the lion’s share (be- 
tween 70% and 80%) of the cigaret 


size ‘Big Four’—Camel, Lucky 
Strike, Chesterfield and Philip 
Morris. These are also the brands 
that have lost most customers in 
the trend toward filters. 


s “So, let’s first assume that the 
smokers who abandoned these old 
favorites switched to one of the 
four filter-tip brands that have the 
lowest tar content—Kent, Tarey- 
ton, Kool, Viceroy. Consider these 
hypothetical shifts, and what the 
smoker gained: 


e “From Camel to Kent (regular): 
17% less tar, 38% less nicotine. 


e “From Lucky Strike to Tarey- 
ton: 14% less tar, 10% less nico- 
tine. 


e “From Chesterfield (regular) to 
Kool: 7% less tar, 4% less nicotine. 


e “From Philip Morris (regular) 
to Viceroy: 14% less tar, same 
amount of nicotine. 

“Medical authorities say that 
these tar reductions (ranging from 
7 to 17%) are too small to be real- 
ly significant in terms of health 
protection,” the article says. ““How- 
ever, the big shift in brands hasn’t 
been along even this mildly favor- 
able line. Of the four filter-tips 
that give the least tar, only Vice- 
roy has become a big seller. 


s “The other big favorites,” the 
article says, “seem to be those that 
|rank highest in both tar and nico- 
tine: Winston, L&M, Marlboro 
and Hit Parade. These brands are 
produced by the makers of the old 
‘Big Four.’ 

“Let’s suppose then, that the 
plain-tip smoker switched to a fil- 


ter-tip made by the same company. 
| Only the smoker of Philip Morris 
(regular size) who went to Marl- 
boro gained even a slight reduction 
| (about 244%) in tar intake. Con- 
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market belonged to the regular-|¥ 


TOM DeBOW, director of advertising | 
and news of Cities Service Co.,| 
has been elected vp and a director 
of Cities Service Petroleum Inc.| 
He joined the company in 1926. | 


sider what happened to the others: 


e “From Camel to Winston (both 
R. J. Reynolds): 5% more tar, but 
7% less nicotine. 


e “From Lucky Strike to Hit Pa-| 
rade (both American Tobacco): 
15% more tar, 33% more nicotine. 


e “From Chesterfield regular to 
L&M king (both Liggett & My- 
ers): 18% more tar, 29% more 
nicotine. 


“Now some people may argue,” 
says the article, “that these shifts 
are all from regular-size plain tips | 
to king-size filters—implying that 
there is more tobacco (hence more 
tar and nicotine) in the filter) 
kings. Don’t be fooled,” the article | 
says. “According to the Department 
of Agriculture, there is less tobacco | 
in most king-size filter-tip cigarets 
than in the shorter plain-tip cig-| 
arets.” 


s From responsible sources, the 
article says, Reader’s Digest “has 
learned the ‘trade secret’ that 
probably will interest smokers 
most: It is entirely possible to 
manufacture filter-tips much more 
efficient than any now on the mar- 
ket. 

“The improved filters would be! 
made from essentially the same 
materials now being used: That is, 
cellulose acetate plus, possibly, 
some form of powdery filler. They | 
would cost no more to produce.| 
They would be ‘as easy on the 
draw’ as the present filter-tips. 
Yet, unlike present filters (which 
filter as little as 10%) the im- 
proved tips would filter 40% or 
more of the tar from the main- 
stream smoke.” 

An explanation as to why these | 
improved filters are not available, 
and other facts about cigarets will 
be published in the August issue of 
Reader’s Digest. + 


Beach, Forbes Appointed 
VPs of Union Pacific RR 

Paul G. Beach, formerly adver- 
tising manager at Los Angeles, has 
been named advertising manager of 
Union Pacific Railroad at Omaha, 


H. J. Forbes Paul G. Beach 


| succeeding Charles P. Moore, who 
is retiring for health reasons. Mr. | 
| Beach joined the railroad in 1924 
and was named to the Los Angeles | 
post in 1944. 
| H. J. Forbes has been appointed | 
\to succeed Mr. Beach as adver- | 
|tising manager at Los Angeles. | 
Mr. Forbes joined Union Pacific in 
1942 and became a member of the 
to advertising department in 
| 1955. 
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that can be reached in such depth 


with a single medium 


ALABAMA: Anniston Star ¢ Dothan Eagle « Florence- 
Sheffield-Tuscumbia-Muscle Shoals Times & Tri-Cities Daily 
e Gadsden Times ¢ Huntsville Times ¢ Tuscaloosa-Northport 
News. ARIZONA: Yuma Sun. ARKANSAS: EI Dorado 
News ¢ Hot Springs Sentinel Record « Pine Bluff Commercial. 
CALIFORNIA: Bakersfield Californian « Eureka Humboldt 
Standard Times ¢ Monterey Peninsula Herald « Sacra- 
mento Union @ Santa Ana Register « Santa Barbara News 
Press © Santa Rosa Press-Democrat «Vallejo Times-Herald. 
COLORADO: Colorado Springs Gazette-Telegraph 
Grand Junction Sentinel ¢ Pueblo Star-Journal & Chieftain. 
CONNECTICUT: New Hoven Register. FLORIDA: 
Daytona Beach News Journal « Fort Lauderdale Sunday 
News & Sentinel « Fort Myers News-Press ¢ Gainesville 
Sun & Alachua County News e Jacksonville Journal « 
Orlando Sentinel « Panama City News Herald « 
Pensacola News-Journal « Sarasota Herald-Tribune « 
Tallahassee Democrat « Tampa Times « West Palm Beach 
Palm Beach Post-Times. GEORGIA: Albany Herald « 
Rome News Tribune. IDAHO: Boise Statesman « idaho 
Falls Post-Register ¢ Lewiston Tribune « Pocatello Idaho 
State Journal. ILLINOIS: Bloomington-Normal Pantagraph « 
Champaign-Urbana News-Gazette ¢ Danville Commercial 
News e Kankakee Sunday Journal « La Salle-Peru- 
Oglesby News-Tribune ¢ Quincy Herald-Whig « 
Springfield Sunday Journal Register. INDIANA: 

Anderson Herald « Huntington Herald Press « 

Logansport Press ¢ Marion Chronicle Tribune « 

Muncie Star « New Albany Ledger & Tribune « 

Vi Sun-C cial. }OWA: Council 

Bluffs Nonpareil ¢ Davenport Democrat & Times « 
Dubuque Telegraph-Herald « Sioux City Sunday Journal 
« Waterloo Courier. KENTUCKY: Ashland independent 

* Bowling Green Park City News « O boro M 

& Inquirer ¢ Paducah Sun-Democrat. LOUISIANA: 
Bogalusa Sunday News e Lafayette Sunday Advertiser « 
Lake Charles American Press. MARYLAND: Cumberland 
Sunday Times. MASSACHUSETTS: Lowell Sun. 
MICHIGAN: Grand Rapids Herald. MINNESOTA: Albert 
Lea Tribune. MISSISSIPPI: Biloxi-Gulfport Herald 

© Greenville Delta Democrat-Times « Meridian Star « 
Tupelo Journal « Vicksburg Post Herald. MISSOURI: 
Jefferson City Capital News Post-Tribune ¢ Springfield 
News & Ledger. NEVADA: Las Vegas Review-Journal « 
Reno State Journal. NEW HAMPSHIRE: Manchester 
Sunday News. NEW JERSEY: Asbury Pork Press « New 
Brunswick Sunday Times ¢ Trenton Times-Advertiser. 

NEW MEXICO: Hobbs News & Sun « Roswell Record « 
Santa Fe New Mexican. NEW YORK: Elmira Sunday 
Telegram ¢ Niagora Falls Gazette « Poughkeepsie 

New Yorker « Utica Observer-Dispatch. NORTH 
CAROLINA: Concord Tribune « Fayetteville 

Observer « High Point Enterprise © Salisbury Post. 

OHIO: Athens Messenger « Canton Repository « 
Coshocton Tribune « Ironton Tribune « Lima News ¢ Lorain 
Journal « Mansfield News Journal « Middletown Sunday 
News Journal « Zanesville Times Signal. OKLAHOMA: 
Altus Times-Democrat ¢ Ardmore Ardmoreite 

Duncan Banner ¢ Enid News ¢ Lawton 

Cc Press ¢ Muskogee Phoenix & Times- 
Democrat. OREGON: Eugene Register-Guard « Klamath 
Falls Herald & News « Medford Mail Tribune « Salem 
Oregon Statesman. PENNSYLVANIA: Altoona Mirror « 
Lancaster Sunday News e Wilkes-Barre Sunday Independent. 
SOUTH CAROLINA: Anderson independent « 

Florence News ¢ Spartanburg Herald Journal. 

SOUTH DAKOTA: Huron Huronite & Plainsman 

© Rapid City Journal. TENNESSEE: Jackson Sun « 
Kingsport Times News. TEXAS: Abilene Reporter News 
Austin American Statesman « Big Spring Herald 
Brownsville Herald * Denison Herald « Denton Record- 
Chronicle « Galveston News ¢ Greenville Herald « 
Harlingen Star « Kilgore News Herald « Laredo Times 

© Lufkin News ¢ Marshall News-Messenger ¢ McAllen 
Monitor ¢ Midland Reporter-Telegram ¢ Paris News 

© Port Arthur News « San Angelo Standard Times « 
Snyder News ¢ Texarkana Gazette « Tyler 
Courier-Times-Telegraph ¢ Victoria Advocate ¢ 

Waco Tribune-Herald « Wichita Falls Times. 

UTAH: Logan Herald-Journal « Ogden Standard-Exominer 
* Provo Herald. VERMONT: Burlington News. VIRGINIA: 
Danville Register « Lynchburg News Suffolk News- 
Herald. WASHINGTON: Pasco, Kennewick, Richland 
Tri-City Herald « Walla Walla Union Bulletin « Wenatchee 
World « WEST VIRGINIA: Beckley Sunday Register « 
Bluefield Telegraph ¢ Fairmont Times West Virginian « 
Parkersburg News. WISCONSIN: Racine Bulletin. 
WYOMING: Casper Tribune Herald & Star « Cheyenne 
Wyoming State Tribune. 
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NOW 4,268,176~~ 


CIRCULATION IN 164 SELECTED MARKETS 


Current Rate Card No.11 will apply throughout 1957-- NO INCREASE IN RATES! 


a aS | ST ee ere, 


FAMILY WEEKLY NEWSPAPERS GAINED 
126,184 circulation in six months 


The dramatic growth of industry, payrolls and population in FAMILY WEEKLY markets is reflected in the 
expanding influence and circulations of their Sunday newspapers. The new 4,268,176 circulation includes 
) The list of FAMILY total gains of 126,184 over 9-30-56 figures by the individual newspapers of which FAMILY WEEKLY is 
| WEEKLY newspapers ; 
| includes: crenly © pat. 
. . « The Wilkes-Barre, Pa., FAMILY WEEKLY's pattern of exclusive markets enables advertisers to add well over 41% million virtually 
Sunday Independent (45,203 unduplicated circulation in 164 markets to their national coverage and sales potentials. 
ABC) which begins distribution That is why national advertisers invested 135% more advertising dollars in FAMILY WEEKLY during the 
of Family Weekly September 


15, 1957. first six months of this year than in the same period of 1956. 


. « » The Niagara Falls, N.Y., 
Gazette (36,010 ABC) which 
will inavgurate a Sunday edi- 
tion October 6 with FAMILY 


WEEKLY as its Sund - Pai H 4 ; : 
pre aint eabaiele 1a family coverage) in the 520 counties where its coverage is 20% or more. 


No magazine offers FAMILY WEEKLY'S saturating penetration (over 60% 


FAMILY WEEKLY MAGAZINE, INC. 
1S3 NORTH MICHIGAN AVENUE, CHICAGO 1 
Leonard S. Davidow, Publisher 


NEW YORK 17: 17 East 45th Street 
DETROIT 2: 3-223 General Motors Building 
CLEVELAND 15: 1066 Hanna Building 
LOS ANGELES 5S: Blanchard-Nichols, Assoc., 633 South Westmoreland Avenue 
SAN FRANCISCO 4: Blonchard-Nichols, Assoc., 33 Post Street 

MIAMI: J. Bernard Cashion, Chamber of Commerce Bidg. 


Re eit ee — rr, eta ~ aie Sass oem We te, as iin. se ies ee) ee at, 2S eee ee 
ee ao oe 2 i ae EES hee ei A Ci Sea <i Pee ae. ee aes care es ea ee <> ea Ie Be ee a eS See 3 Bh Gx, toed, tll Pe ee at we pels Sree «1m ce 
i (mee cites eeeane Seman ge ae Sa ea ren gts. ma ee i Ra oe Sg Sena pipe. G8 Ss Be Oi ee ae < ee eae i nig ola = ai a are Ge ea So Sin, a 
. we co z ; 
7 gee 
| RS : sf " « f ’ %: Bins . See aan S at 7 : 
H i 3 Baice ef i F ina = “ ‘ a - er gdae * 
a: eee * ——s ; a “M ES Tar g 
: Bo a ie * ee : a : bau 4 4 
| a ; i 5 : ‘ snd 3 a +e Fi. rn! § Cons is ’ ae 
; : . : 2 = : ee. o* > 
Be 2" est a ». el “ het a a ie ‘a 
- , ts eae a a a CS ee re 
' ; ce eI Seas << Sh % Ve Ree a if ed elas coe ee = / : ee a oe » : ie Tero ty Bee 
it ; : > CPR A alee md * eS ee eet! 5 a oe 
ng ; ; + ig age Bai: a9 re ne = we en 
eee OMe oa ae Es ae 4 ay + 3 ¥ = 
' ‘ ial 4 7 a . a s a , eC : » e Be f ‘ : ie « ie ‘ee . Ree ee “9 
| a. ies aed - “i ; 7 " 4 Pont 2 ieee rts ae ee < See 
_ ye r =e - > ae ae { 4 ae sy 
4 Be : ~~ Sit my kat ae Be eae 
: a E reat . Sade F f ‘ ‘aa S) as "exe 
1) ae F 1 vhs : : : ~ Pe ee ee ae 
“ Aa K ‘ie ae 3 sith 4 ; “np * " a Reece ¢ 
i i ak “3 7 ari: i er cane - w < *, y la me Me ' 
: 2 y = . : ae ee e. pr “a ee taee 70 
ai r » rae "el 4 es , eee 
a — é, a - ‘ = 7 pj in eee. oe ae ct F a. cra 
_ Ce ae i 4 eo kam ba rl AT es alec d " aa , Se —— Po i aH as 
Eo sae ae - Nees Lee 2 2 Aan me epee 15 sight then wz “= a iii et 
ia Sm eae be og is = Sy Sy oe emeees ws ee 6 ge is } : foe 4 _: an eae } ie 38 e 
et P _ . 3 : os % i Ps eee | ees 
om we J ‘ | * ; r +e eae egeis ] 2 ae 
| merci fidlid -G00OUu Me gee Eo Bae —. | “ 
Be eae . ; Se ne i Ts a as 
: E + /, ia P P Ps ‘ . é a ‘a? —— A | ae ae ee SAL, 
eS beeen: ~ “3 i, ; oe ae ee na eee : a os on 3 - sa yee aay a : * , — Oe eS, | "h 
¥£ Ee a ae we ee re eee is oe Vg eerie - : . : j : oc i ae | eae 
'T > 7 i. Le a ey = * bs 5 Ke dee i, a ey, o.. cs - Are | Mek A 
' 2 eu deve Too . oe 
sat Ola aS 
to Drives oY 
: , — 
; — j aie. 
' be 
' (aa 
ee 
ae: 
| : 
: ns 
, ' ; 
ee 
Oe 
pio 
ee _Z 
P 
0% ‘ae 
' at ai 
’ an 
eee 
een aes 
eee? x 
os 
: opt en 
; et 6 
eee 
Aten: 
g ous aa 
‘ cae 
: er 
coke nae 
Cane: 
oa : s 
— 
> 2 cae 
: ‘Sigee 
= ae 
3 ‘ re 
é ad 
Srey 
; a. 
“f ee 
; fe = a 
a 
r a= 
, ean 
ee a j 
Pes 
<a ae 
, eer 
x 4 
Mi ‘a 
i Sy 
‘ . oy & 
a ‘ rg 
Loe , 
files 
one 
ae 
ke 
F is 4 
. & | . e Ve “ 
«ein 164 k that spend : 57,990,000 in annua tail sal - 
a 46 Marxer’ » C - - nn rerTrati saies. 56 
i 
_ “ _ we i 
eel 
‘yoy > ee ar Slag eee. ee: eas ; = apes (asin te ge Piisdaa iis clin : is a i as me ay \ cea eer ne ' ah noe 
ee 6 ce aT ee: : i ih: ee ice. em ea ee , oa aes naa ES ee ye a, 1 Re SIR TLL ete ee BAe lb "Abi seb ey ag el ae igs ee Ore ee oe ou te capella Gee eee wine 
i a i ie a Bers ie ty es eth = eS eet i * ay ee 7 i bas a Z - ene aR eos bee ig te see bara om = 7 dee ee “ft Cy he 1G 5 eas a ee Pas rk e is ete me gen 
SS ere eS | aE ree nee arte ies an ee a 5 eee ae A Bard eee eer oe rs bea te ae ee hy an ee th ee eer her kn ae So: ae. Ses EE ee Ce Re Tes . Seer 
Ee eae Boe art Sey SR a Le eer er teen as en ge rN by ee ae rae 2 SC ac a a ee ae BS eS a) Sad en ee eee at 1 OO eer ca SEs 
Tig a le i ge NN lag a ca es SL Ae ar ea i a ne ie eee ene mites orci tri ener ae lr oat or eM eee a, oN Ne Smee ee ey ee ee Seg Ree eM Fr) gt PORNO Tee a Se SE 


50 


PHOTO REVIEW 


THIS IS BUSINESS?—Mark Lawrence, vp of MacManus, John & Adams, 
New York, leaves with his wife for Paris, where he will supervise 
production of a 35mm color film for Minnesota Mining & Mfg. Co. 
The motion picture is being made in Paris by Arco Film Productions, 


Nelson Hartigan 


LONG-TIMER—Norman W. Sharrock gets 35 roses and 
a check on the occasion of his 35th anniversary with 
Campbell-Ewald Co., Detroit. Celebrating with Mr. 
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Schirmer Hatch 
Sharrock are H. G. Little, president and board chair- 
man; Clarance Hatch Jr., exec vp; L. R. Nelson, 
J. J. Hartigan and E. A. Schirmer, senior vps. 


Thompson 
Hodgkins 


Baggott Savin Gross 
Sieber Baker lang 


PIPING HOT—Ten of the 15 finalists for the title of 
Miss Furniture of 1957 wear highly practical garb— 
in Chicago’s 90-degree weather—at the summer 
International Home Furnishings Market. Ann Bak- 
er, Morely Furniture Corp., was selected as queen. 
Other finalists were Norma Baggott, American 
Furniture Mart; Roberta Gross, Coopercraft Indus- 
tries; Mae Hodgkins, International Furniture, divi- 
sion of Schnadig Corp.; Nancy Lang, Aldens Inc.; 
Beverly Leggett, Furniture City Upholstery Co.; El- 


Clayton 


Harris 


Davis 
OUTING—Each year consumer magazine reps in Cincinnati throw a “Cinciama” party 
for advertising people. At this year’s party were Fred Bauer, McCall’s; Al Davis, 
Good Housekeeping; Bud Nieman, American Home; Bill Moriarty, Fortune; Dick 


Shopkus Rudnick 


len Malone, Futorian-Stratford Furniture Co.; Wa- 
thenia Owens, Kroehler Mfg. Co., Naperville, IIL; 
Lois Redfearn, Kroehler Mfg. Co., Dallas; Carole 
Rudnick, No-Sag Spring Co.; Dolores Savin, Morley 
Furniture Corp.; Mary Ann Shopkus, Superior 
Sleeprite Corp.; Pat Sieber, General Electric Cabin- 
et Plant; Marjorie Thompson, Interstate Metal Prod- 
ucts; and Josephine Wijas, Simmons Co. Serenading 
the girls is David McKee, of the Chicago Stockyards 
Kiltie Band. 


Nieman MacDonough 


Pritchard 


Moore Johnston Barton Chapman 


U.S. STEEL HONORED—A citation for its “Operation Snowflake” was 
awarded to U.S. Steel Corp. at a meeting of the Pittsburgh Ad- 
vertising Club. Robert L. Moore, acting director of the Bureau of 
Advertising, American Newspaper Publishers Assn., presents the 
award on behalf of newspapers, to Marcus M. Chapman, USS vp 
in charge of sales. Looking on are John R. Johnston, assistant vp, 
and James P. Barton, manager of sheet and strip sales, both USS. 


FLOSSY BOSSY—Artists Lowell Herrero and Bill Hyde won top honors 

for this California Dairy Industry Advisory Board poster in the San 

Francisco Art Directors & Artists Clubs competition (AA, June 3). 

It also won the Foster & Kleiser award for the best outdoor poster. 
Cunningham & Walsh is the agency. 


7A <T 


Mulliken 
Cullen, Ladies’ Home Journal, and guests Frank Clayton and Robert Failey, Gardner 
Advertising Co.; Lloyd Harris, Young & Rubicam; Bill MacDonough and Tom Prit- 
chard, Kudner Agency, and Sprague Mulliken, Perry-Brown, 


Moriarty Failey Cullen 
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One of DRAKE'S prize winning posters 


“All our appropriation for Drake’s 
Cake goes into outdoor advertis- 
ing,” says Leo W. Bayles, President 
of Drake Bakeries, Inc., New York, 
New York. 

“In major markets like New York 
City, and in neighboring markets 
like Westchester and Hartford, 
Conn., we find that Outdoor fits our 
regional pattern of distribution. Its 
pictorial copy in full color gives us 
maximum human interest and ap- 


petite appeal. Outdoor gives us the 


General Outdoor Advertising Co. 


most complete coverage obtainable 
to reach our customers, route men 
and the outlets where our products 
are sold. In addition, it provides 
everyday repetition.” 


Free booklet on New York market 


—to help your company develop 
sales in America’s richest market, 
General Outdoor Advertising Com- 
pany has prepared a 20-page book- 
let. Write the GOA office in your 
city. Or, write us in Chicago. 


515 South Loomis Street, Chicago 7, Illinois 


IN 1600 MARKETS 


Drake spends 100% of its budget OUTDOORS 
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Print Ads Push 
Money Shoveling 
Derby by Canada Dry 


New York, June 25—Canada 
Dry Ginger Ale Inc. will launch 
a sweepstakes promotion July 8, 
in which the top winner will be 
given all the silver dollars he can 
shovel in five minutes. 

Advertising will include pages in 


Post, plus two-color ads in 100 
Sunday supplements. Canada Dry 
bottlers will participate in the pro- 
motion with local newspaper, tv 
and radio advertising. 
J. M. Mathes Inc. is the agency. 
The contest involves no puzzles 


to solve, no jingles, and no bottle | 


caps to send in. To enter, consum- 
ers must get a Canada Dry Sweep- 
stakes ticket, obtainable only at 


NICE WORK—Can- 
ada Dry Ginger 
Ale will break 
advertising July 
8 to promote its 
sweepstakes in 
which the top 
winner will be 
given all the sil- 
ver dollars he can 
shovel in five 
minutes. Here, 
model Jackie 
Monroe works 
over a_ practice 
pile of only 10,- 
000 cartwheels. J. 
M. Mathes Inc. is 
the agency. 


|with all travel expenses paid for 
the money-shoveling bee. Guaran- 
|teed minimum prizes are $15,000, 
$6,000 and $3,000, but a hearty 
| sShoveler can set his own pace, Mr. 
|Nims said. He indicated that the 
shovel to be used holds $250 when 
fully loaded. + 


‘Prune Board Hikes 
Assessment, Okays 


Life and The Saturday Evening | 


$555.730 Ad Budget 


San Francisco, June 25—The 
California Prune Advisory Board 
last week approved a new adver- 
tising budget of $555,730, raised 
the ad assessments of growers and 
| packers and approved media plans 
for future promotions this year. 

Among the major items in the 
new budget are $370,000 for do- 
|mestic advertising, $75,000 for 


retail stores, and mail it in for the European advertising, $40,000 for 
drawing, which will be held after merchandising and $7,700 for the 
Sept. 7. board’s share in a dried fruit 

Ralph Nims, Canada Dry VpP,| industry research activity for prod- 
said, “This is the first national | yot development and improve- 
sweepstakes by a soft drink com-| ment. The remainder of the ex- 


pany. For sheer pulling power, | penditures cover administering the 


nothing could beat the attraction 
of facing a mountain of cartwheels, 
being given a spade, and allowed 
to keep all the money you can 
shovel into a big box at top speed. 
Second and third prize winners 
will be given all the silver dollars 
they can shovel in two minutes and 
one minute, respectively.” 


® Consolation prizes of five RCA 
color television sets, 75 record 
players and 5,000 single silver dol- 
lars will be given. The three top 
winners will be flown to New York 


Old Art 
Is Often Best 


Why do more and more leading de- 
signers and advertisers lean toward 
using antique art to lend charm to 
a campaign? 

What is there about antique art 
that puts an extra wallop into a 
campaign? 

For a thorough lesson in the use 
of this inexpensive and attention- 
getting technique, turn to the July 
issue of ADVERTISING REQUIRE- 
MENTS and read “A Guide To An- 
tique Art.” 

It’s just one article in a parade of 
many to help you keep posted on 
the latest developments in advertis- 
ing production, promotion and mer- 
chandising. 

Clip this ad, attach $3 and your 
letterhead for a year’s (12 issues) 
trial starting with the July issue. 

Your money back, of course, if 
you're not delighted with AR. 


Advertising Requirements 


The Workbook of Advertising 
Management 


200 E. Illinois St., Chicago 11 


jad campaign, a consumer survey 
|on prune juice and direct costs of 
administration. 

| The grower assessment was 
| boosted from $1.50 to $2 per ton, 
and the packer assessment from 
$1.50 to $1.75 per ton. The assess- 
ment increases are expected to 
provide the board with an addi- 
| tional $112,000 for advertising and 
| promotion. 

|@ New media plans include ad- 
| vertising in Everywoman’s Maga- 
zine, Family Circle, Western Fam- 
ily and Woman’s Day; Don 


Philadelphia, Detroit, Chicago, Los 
Angeles and San Francisco. 


grocery trade and 
market publications. 
Constantine & Gardner 
agency. + 


Incentive Advertising Gains 
Premium and contest advertis- 
ing in both print and broadcast 
media showed a “marked rise” in 
the second semi-annual “Survey of 
Premium & Contest Advertise- 
ments in Consumer Publications 
and on Radio & TV,” which ap- 
| pears in the July issue of Premium 
Practice. The three magazines with 
| the highest number of incentive 
advertisements-per-issue are re- 
|ported to be Good Housekeeping, 
Ladies’ Home Journal and Better 


Homes & Gardens. Life carried the | 


| greatest amount of incentive ad- 
| vertising space during the six- 


month period. The review also cov-| sponsible for direction of creative 
" s | . 
ers the number of incentive com-| services, 


mercials on the various radio and|and personnel 
| tv networks. 


‘Sweden Rejects 


McNeill’s “Breakfast Club” (ABC S. O. (Bill) Hop- 
Radio) and radio spots and per-| son, account ex- 
sonality programs in New York,/|ecutives, join 


The board also will advertise in| founder and sen- 
institutional | ior partner. The 
Botsford, | agency will con- 

is the | tinue operation 


Commercial TV 


STOCKHOLM, June 25—A proposal 
to introduce commercial television 


Swedish Parliament. 

Despite this setback, proponents 
of the measure were heartened by 
the emergence of a strong minor- 
ity in favor of tv advertising. 

In the first chamber, the propos- 
al was defeated, 44 to 43. A roll call 
in the second chamber got 94 nega- 
tive votes out of a total of 122. 

Opponents of the move charged 
that tv advertising would increase 
the cost of goods. One representa- 
tive said: “We can read newspaper 
and magazine ads in which we are 
interested, but tv advertising 
would result in an invasion of 
every home.” 

A government spokesman re- 
ported on the introduction of com- 
mercial tv by the Bavarian radio 
network in Germany. Using this as 
a guide, he said that one minute of 
commercial time on Swedish tv 
would cost advertisers about 15,- 


000 crowns ($2,900)—a _ rather 
staggering sum for advertisers 
here. 


s Expressen, a leading evening 
daily, immediately reported the 
news under the incredulous head- 
line: “Tv advertising for 15,000 
crowns a minute?” 

Television operates in Sweden as 
a government monopoly, with ad- 
vertising strictly prohibited. An 
appropriation of $2,125,000 has 
been made for the coming year, 
with plans calling for 18 hours of 
programming a week and the con- 
struction of 13 new stations to 
serve two-thirds of the country. 

A coaxial cable linking the main 
centers of Stockholm, Gothenburg 
and Malmo will be built under a 
five-year development program. At 
the moment, there are about 36,000 
tv set owners who are charged $20 
a year apiece. This constitutes the 
only revenue of the tv operation. 

Supporters of commercial tele- 


port as the high cost of television 
production becomes more apparent. 
The outcome of commercial tv 
experiments in neighboring coun- 
tries also will be a factor. Some 
optimists predict that commercial 
tv will be a reality in Sweden 
within two years. + 
Ritchie Becomes Partnership 
Ritchie Advertising Agency, 
Houston, becomes a partnership 
July 1 as Louis 
| R. Glavis Jr. and 


| forces with Da- 
|vid G. Ritchie, 


under the same 
| name. Mr. Glavis, 
| whose duties in- 
| clude direction of account manage- 
| ment and new business, joined the 
jagency in 1951. Mr. Hopson, re- 


David G. Ritchie 


S. O. Hopson Louis R. Glavis Jr. 


personnel management 
training, 
| Ritchie in 1955. 


in Sweden has been rejected in| 
both chambers of the Riksdag, the | 


vision expect to pick up more sup- | 


B\just how lucky depends on the 


aT 


Tischler 


DIAL DEAL—At the contract-signing authorizing Nielsen Coupon 

Clearing House to handle coupons in the new Dial promotion are 

three Armour & Co. soap division executives: Paul F. Tevis, general 

manager; Robert B. MacLean, general sales manager, and David L. 

Duensing, marketing manager. With them is Kirk Tischler, of the 
Nielsen coupon organization. 


MacLean Duensing Tevis 


Ruppert Gives Cash Instead of Prizes 


as Part of Giants Telecasts This Year 


New York, June 25—Jacob | 54-6 runs per game. Barring a 
Ruppert, which has been giving/streak of spectacularly large 
away product prizes and trips|scores, Ruppert should give away 
over the past two years, decided | around $13,800 during the 23 mon- 
this year that it was more practical|ey drawings, plus the cost of the 
to give away hard cash. “Secret Bonus Word” promotion. 

Ruppert’s advertising manager,| Ruppert is devoting 25% of its 
Lincoln Allan, said that last year) existing spot radio schedule on 
in its advertising the brewery was/| eight New York radio stations to 
devoting too much time to men-| publicize the money draw. War- 
tioning the company names of the! wick and Legler is the agency. + 
products it was giving away to) 


although the total Carnation Drive 
cost of the prizes comes out of| ‘ 

Ruppert’s own pocket, the brew- Stresses Cranberry 
Chiffon’ Recipe 


er’s announcement time during its 
co-sponsorship of the New York 
Los ANGELEs, June 26—The Car- 
nation Co. will promote a “Cran- 


consumers. 
This year, 


Giants on WPIX and WMCA can | 
be used more effectively. 


berry Chiffon Freeze” recipe as 
a warm weather dessert, July 
é through September, backing it 
number can compete in the 1957) with an extensive print, radio and 
“Knickerbocker Giant Money | ty advertising campaign. 

Draw.” All he has to do is visit} «Cranberry Chiffon Freeze” is 
the closest grocery, tavern or del-|, non-fat frozen dessert, made 


icatessen which sells Knicker-| trom Carnation Instant non-fat dry 


® Anybody over 21 who knows 
his name, address and phone 


and ne om nee oe acnu®,| milk, cranberry jelly or whole 
a - > Same, © end cranberry sauce, marshmallows, 


and phone number and drop it in 
the Ruppert “ballot box.” 

All these boxes full of entries 
will be taken to the Polo Grounds | 
where the real fun begins after 
the night game on July 1. At that 
time some lucky person’s name} 
will be drawn out of the box— 


grated lemon rind and lemon juice. 
Billed as a light-in-calories des- 
sert, it will be merchandised with 
other warm weather foods, includ- 
ing fresh fruits, cold meats and 
garden vegetables. 

The promotion begins July 8. 
The opening ad will be a four-col- 
or page in the Aug, 26 Life. Amer- 
ican Weekly, Parade and Family 
Weekly will carry color ads in 
September. 

On tv, the “Burns & Allen” 
show will carry commercials Sept. 
16. On Sept. 1, “Carnation Milk 
Time,” on the Keystone network, 
will promote the item. 

Store material for point of sale 
includes Bascart cards, soft sheets, 
shelf talkers and recipe pads. 

Erwin, Wasey & Co., Los An- 
geles, is the agency. # 


ballplayers. The winner’s prize 
will be $100 for every run scored 
in the game. This promotion will 
continue throughout the season, 
with drawings to be held after 
each Sunday, holiday and night 
game. 


® People who miss out on the 
“Money Draw” may have a 
chance to pick up a consolation 
award of a $25 bond in the “Se-| 
cret Bonus Word” contest to be 
staged in conjunction with the 
draw. Ten names will be pulled 
out of the box; these people will 
be telephoned by Ruppert. If the 
people called know the secret 
word—which they can find out 


Bon Ami Names John Shaw, 
Sets Summer Drive 


John J. Shaw, sales promotion 


joined | York Giants games, Ruppert found 


|from their Knickerbocker suppli- 
|}er—they get the $25 bond. 

| Cost of the 1957 promotion to 
|}Ruppert will run about the same 
as the previous year, when the 
|company’s prize list included au- 
|tomobiles, color tv sets, and trips 
to Rio. In 1955, Ruppert gave away 
a great assortment of small prizes. 


manager of the Bon Ami Co., New 
York, has been appointed to the 
additional post of advertising man- 
ager. The company also announced 
a summer campaign in five wom- 
en’s magazines using the theme, 
“Women clean house new way— 
without water!” The magazines are 
American Home, Better Homes & 
Gardens, Good Housekeeping, La- 
dies’ Home Journal and McCall’s. 
| Ruthrauff & Ryan, New York, is 
‘that the average score totalled|the Bon Ami agency. 


| ® Researching past scores of New 
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Know Station’s 
Audience, Not Its 
Power, Young Urges 


New York, June 25—The sec- 
ond instalment in Adam Young’s 
“New Look in Radio” series was 
released last week. 

This chapter in the radio repre- 
sentative’s continuing story might 
have been called “The Powerful, 
Clear Channel Stations Are Not 
Necessarily Your Best Buy.” This 
follows last month’s study point- 
ing out the audience gains made 
in recent years by some inde- 
pendent stations. 

Again, Mr. Young emphasized 
the need for evaluating radio in 
terms of current audience prefer- 
ences. “Too often radio stations 
are used by advertisers today 
solely on the basis of their ‘im- 
plied effectiveness,” the Young 
study asserted. 

“Implied effectiveness is the 
oversimplification that a_ station 
operating at greater power than 
another station in the same mar-| 
ket is of more value to any adver- | 
tising campaign.” | 

A comparison of the Pulse} 
share-of-audience figures for sta- 
tions in the top 25 markets shows 
that many regional and local sta- 
tions have made “spectacular au- 
dience gains” in the past few 
years, the study noted. 


| 
@ The study ends with this| 
thought for time buyers: “It is | 
clear that implied effectiveness | 
based upon station facilities alone | 
is not always what it might seem. | 
There has been such a change in 
the nature of local radio in vir- 
tually every market that contin- 
uous re-appraisal of markets and 
stations is necessary to avoid buy- 
ing radio time today based on 
yesterday’s facts.” # 


Guild Adds Mary 
Ellen's, Shifts Murphy 

Mary Ellen’s Distributors, Berke- 
ley, one of the West’s leading 
brands of jams and jellies, has 
appointed Guild, Bascom & Bon- 
figli, San Francisco, as its new 
agency. The account formerly was 


handled by Jewell-MacDonald Ad- 
vertising, Oakland. 

Francis Murphy, on GB&B’s cre- | 
ative staff, San Francisco, has | 
been transferred to the agency's) 
Hollywood branch office. | 


... is in Green Bay where 
475,000,000 wholesale- retail dol- | 
lars changed hands in °56. 


In this independent market you'll | 
get results fast for whatever you | 
test, tell, sell or show. We say 
“it only takes ONE in Green Bay” 
... and advertisers agree by keep- 
ing the PRESS-GAZETTE first in 
national linage in upstate Wis- 
consin! Full color available. 


All business is local .. . 
So are newspapers! 


THE GREEN Bay 
PRESS-GAZETTE 


Phil A. McClosky, Moneger, General Advertising 
Green Boy, Wisconsin 


Rosott Succeeds Holmes 
as NFAA President 

Arnold Z. Rosoff, of Arnold & 
Co., Boston, has been elected pres- 
ident of the National Federation 
of Advertising Agencies. He suc- 
ceeds Jack T. Holmes, of Jack T. 
Holmes & Associates, Fort Worth. 

Other newly elected officers of 
NFAA are J. Howard Allison, 
J. Howard Allison & Co., Atlanta, 
Ist vp; Jim Clark, Gerth-Pacific 
Advertising Agency, San Fran- 
cisco, 2nd vp; William F. Holland, 
William F. Holland Agency, Cin- 
cinnati, treasurer, and Norman E. 
Watts, Los Angeles, secretary. 
Horton, Church & Goff Inc., Prov- 
idence, R.I., received the most 
awards—ten—in the network’s an- 
nual awards competition. 


WRKE Names Simmons 
Simmons Associates, radio sta- 

tion representative, has been 

named to handle WRKE, a new 


Two Join Richards 

William Vance, formerly 
producing on a number of ac- 
counts at McCann-Erickson, has 
been named tv-radio copy chief 


of Fletcher D. Richards Inc., New | 


York. Victor Miranda, formerly tv 
art director of Lennen & Newell, 
has been appointed tv art director 
by Richards. 


Tucker Wayne Promotes Two 

Hugh Headricks, copy chief of 
Tucker Wayne & Co., Atlanta, has 
been made director of copy and 


public relations, and Charles A. | 


Noel, art director of the agency, 
has been promoted to vp. Mr. Noel 
will serve as an account execu- 
tive in addition to his art duties. 


Fitwel Dress Names Agency 
Fitwel Dress Co., New York, 
manufacturer of Lady-in-Waiting 


|maternity fashions, has appointed 


station in Roanoke, Va., which|Ashe & Engelmore Advertising, 


went on the air in April. 


New York, to handle its account. 


WRITE ROOM 516, STATLER OFFICE BLDG., BOSTON 16, MASS. 


in | for your 
charge of tv-radio writing and) 


OF THE 


SWEET 


VERMONT 


MARKET 


VERMONT ALLIED DAILIES 


Barre Times o Bennington Banner * Burlington Free Press 
Brattleboro Reformer © Rutland Herald © St. Johnsbury Caledonian-Record 


Tut, Tut, Doubting Thomases! 
Another Step Forward-- 


Here’s news of the year’s biggest development in petroleum publishing—proof of progress by 


The OIL DAILY. 


This step involves three moves, each important and all related. 


FIRST MOVE: 


Milburn Petty has been made 


editor of The OIL DAILY, of which he was co- 
founder. He has been publisher of Petty’s Oil Letter 


since 1944. 


SECOND MOVE: 


With the news reins of 


The OIL DAILY in these capable hands, Keith J. 
Fanshier, president and publisher, is free to devote 
his full time to the service that has made him the 
industry’s most respected editorial voice. Free for 
personal, nationwide contact with industry leaders, 
first-hand observation of industry problems and 
constructive counsel on all matters affecting the 


industry’s welfare. 


THIRD MOVE: Petty’s Oil Letter will be com- 
bined with and published regularly as a part of 


The OIL DAILY. 


THE O11 DAILy 


THE NATIONAL NEWSPAPER OF PETROLEUM 
59 EAST VAN 


OFFICES: 70 E. 45TH ST.. NEW YORK 17 — MURRAY HILL 6-4183 


125 W. THIRD ST., TULSA 3— CHERRY 2-3311 


2102 JACKSON, DALLAS 1 — RIVERSIDE 1-1539 


BUREN STREET, CHICAGO 5, ILLINOIS © WABASH 2-7654 
416 W. EIGHTH ST. LOS ANGELES 14— TUCKER 6792 
329 NATIONAL PRESS BLDG., WASHINGTON 4, D. C.—METROPOLITAN 8-0812 


The resulting publication thus becomes an even 
more outstanding necessity for petroleum industry 
management. It will provide not only the industry- 
wide news upon which management men must base 
their decisions, but also the behind-the-scenes com- 
ment and interpretation so long the prized charac- 
teristics of Petty’s Oil Letter. 


Our editor, Milburn Petty, will continue to be re- 
sponsible, along with Jim Collins, now chief of our 
Washington news bureau, for Petty’s Oil Letter, to 
appear twice-weekly in this newspaper. 


Both readers and advertisers will share in the great 
added values of this combined publishing service. 
Now, more than ever, the petroleum industry will 
be the best-informed industry in the world. 


The OIL DAILY with Petty’s Oil Letter—an unbeat- 
able combination! Any representative of ours will 
give you details—with enthusiasm, you may be sure! 


318 OIL & GAS BUILDING, HOUSTON 2—-CAPITAL 7-3349 
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San Juan Names Botsford |The company has previously used 
San Juan Fishing & Packing Co.,| television, newspapers and out- 
Seattle, has appointed Botsford,|@0or media in selected national 
Constantine & Gardner to handle|™arkets, but future plans have 
promotion of frozen fish products | not been announced. 
effective July 1. The account for- | 
merly was handled by West-Mar- | Fun Fair Names Sackheim 
quis, Seattle. San Juan’s consumer} Ben Sackheim Inc., New York, 
line includes 37 products ranging | has been appointed to handle ad- 
from halibut and salmon steaks | vertising for Fun Fair Park, Flush- 
to breaded scallops and oysters.' ing, L.I. 


To Top Advertising Executives Only 


Small, swift, sure public relations firm, top record 
and clients at home and abroad, will work in com- 
plete confidence as your public relations depart- 


ment. Our work is high quality. We are high-priced. 


Box 650 ADVERTISING AGE, 
480 Lexington Ave., New York 17, N. Y. 


On the International Scene... 


U.S. Trails West Germany, Britain 
in Car Exports; Leads in Trucks 


U. S. Automotive Foreign 
Sales Attain Record 
$1.5 Billion in 1956 


New York, June 25—American 
automotive exports reached a rec- 
ord high of $1.5 billion in 1956, 
representing 9% of total commer- 
cial exports from this country. 

Behind this overseas sales surge 
is the growth of the world vehicle 
population. According to the annu- 
al World Motor Census conducted 
by American Automobile and El 
Automovil Americano, two Mc- 


Graw-Hill international magazines, | 
the number of vehicles throughout 


| U.S. ranks third in automobile ex- 
the world passed the 100,000,000' ports. The 173,851 American cars 


mark in 1956. 

As of Jan. 1, McGraw-Hill re- 
ported, there were 102,827,709 
cars, trucks and buses operating 
in 160 countries—a gain of 7.7% 
over the previous year. 


® The U. S., with 64,600,721 ve- 
hicles, accounted for more than 
half of this world total. Other 
countries with more than 1,000,000 
vehicles include: —Britain (5,421,- 
559), France (5,002,100), Canada 
(4,323,500), Russia (3,130,000), 
Germany (3,102,416), Australia 
(2,144,319) and Italy (1,480,659). 

While it is first in output, the 
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exported in 1956 were considerably 
below the 410,000 exported by 
West Germany and Britain’s 317,- 
992. 


# On the other hand, the U.S. 
ranks first as an exporter of 
trucks and buses, and overseas 
this is a more important market 
than passenger cars. Outside of 
this country, there are actually 
more trucks in use than automo- 
biles. Of the 38,000,000 vehicles in 
operation outside of the U.S., no 
less than 23,000,000 are trucks. 

In 1956, the U.S. exported 196,- 
216 trucks and buses. Britain ex- 
ported 141,434 and Germany 75,- 
000. Willys-Overland accounts for 
35% of U.S. overseas shipments of 
trucks. 

Following the successful 1956 
sales year, American automotive 
exporters have stepped up their 
advertising. The two McGraw-Hill 
magazines, which circulate inter- 
nationally, report that in the first 
six months of this year they car- 
ried 990 advertising pages, com- 
pared to 940 in the same period 
last year. And their competitors, 
Johnston Publishing’s Automotive 
World and Automovilismo, report 
they are up 12% in the same 
period, from 370 to 420 pages. 


@ The big three auto makers— 


| Ford, Chrysler and General Motors 


—spend the majority of their ad- 
vertising funds locally but they 
are also users of the internation- 
ally-circulated magazines. 
Chrysler, through McCann- 
Erickson, has stepped up its inter- 
national advertising considerably 


America’s longest running hit show. 


Kraft Television Theater is seen by an average 
of 20 million people every week 


Television’s first 10-year-old! 


Now in its 11th year, Kraft Theater 
has been on television longer than any 
other show. 

It has produced more than 520 hour- 
long dramas. 

Last year it gained a bigger audi- 
ence than any year in its history and 
now is seen by about 20 million 
people a week. 

Last year, it produced more big 
shows—sold more scripts to the film 


industry than any year in its history. 

Television's first 10-year-old was 
the first commercial network show . . . 
the first weekly drama show to go on 
a color schedule. 


It has presented such widely ac- 
knowledged television masterpieces 
as "A Night To Remember,” *' Patterns,” 
“A Profile in Courage.’ It can make a 
new star overnight, as it did this year 
with ‘The Singin’ Idol.” 


Kraft Television Theater productions 
are selected, cast, directed and other- 
wise wholly produced by Kraft and 
the J. Walter Thompson Company. 


If you would like to discuss any 
aspect of television as an advertis- 
ing medium, get in touch with the 
J. Walcer Thompson Company office 
nearest you—or write: 420 Lexington 
Avenue, New York 17, New York. 


J. WALTER THOMPSON COMPANY 


New York, Chicago, Detroit, San Francisco, 
Los Angeles, Hollywood, Washington, D. C., Miami and 
principal international markets. 


< 
Sen) ot. ee eae 


|this year, using spreads for “The 
Forward Look” in American Auto- 
|mobile and El Automovil Ameri- 
| cano; Automotive World and Auto- 
movilismo; Guia and World’s 
| Business; Life en Espanol and Life 
International; European and Pacif- 
ic editions of Newsweek; Atlantic 
jand Pacific editions of Time; 
|Transporte Moderno, and Vision. 
| Ford, through J. Walter Thomp- 
ison Co., has spent an estimated 
$600,000 over the past few years 
in a worldwide campaign featuring 
|Ford-built cars from different 
countries. 


® The General Motors internation- 
al campaign has remained substan- 
tially the same over the past four 
| to five years. It has consisted 
basically of nine spreads in Life 
en Espanol, 13 pages in the Latin 
American edition of Time and 12 
insertions in El Automovil Ameri- 
cano, 

| Placed by Robert Otto & Co., 
New York, and coordinated 
through General Motors Overseas 
Operations, this advertising is 
credited and billed to GM subsid- 
iaries and distributors in Latin 
America. Unlike the other auto 
makers, GM does not have any 
home office budget for internation- 
al promotion. 

Aside from the vehicle produc- 
ers, the manufacturers of parts and 
accessories are extremely active 
in the export picture. Goodyear, 
|Goodrich and Firestone are con- 
|sistent advertisers in the interna- 
|tional media, and this year Gates 
Rubber Co. in Denver entered the 
| international scene with a 12-page 
schedule in the Johnston books. 

Champion Spark Plug, Electric 
Auto-Lite, Wagner Electric, Tim- 
ken Roller Bearing, Federal-Mogul 
Bearings, Bendix International, 
| Borg-Warner International, Stew- 
|art Warner and Perfect Circle are 
other longtime users of interna- 
tional media to sell the export mar- 
kets. + 


Conroy Inc. Joins AAAN 

Thomas F. Conroy Inc., San An- 
tonio, has been elected a member 
of the Affiliated Advertising Agen- 
cies Network. 
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On the International Scene . . . 


Ten Advertisers Beckon World Trade} 
to ‘Heart-Shaped Ohio’ and Its Ports 


CLEVELAND, June 26—‘“Ohio is a 
heart-shaped body of land that in 
many ways epitomizes the nation. 
It is inland, away from either 
ocean, yet it is a border state, mak- 
ing boundary with Canada through 
Lake Erie, one of the five inland 
seas known as the Great Lakes. In 
Ohio the diverse strains of US. 
population have mingled to pro- 


THE CUEVELAMD CLECTRNC 
(L.UmOMAT RG COMPANY 


—— 


THIS 1S OHIO—Opening ad in the 
seven-page “Ohio—U.S.A.” section 


promotes four ports on Lake Erie | 


—Cleveland, Fairport, Ashtabula 
and Conneaut. The ad was pre- 
pared by McCann-Erickson for 


Cleveland Electric Illuminating Co. 


duce what may reasonably be 
claimed as the most representative 
Americans.” 

This schoolboy’s guide to the 
state of Ohio appears in a seven- 
page advertising section running 
this month in two export publica- 
tions, World’s Business and its 
Spanish-language equivalent, 
Guia. 

The section, first in a series of 
12, is designed to promote “Ohio 
—U.S.A.” to business leaders over- 
seas. 


s The copy describing Ohioans “as 


GEEI | tike that 
dress, Mummy!” 
Commercials on WGN-TV have 


a way of getting results—because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


““ WGN-TV = 


{the most representative Ameri- 
cans” comes from the Ohio Indus- 
| trial Development Commission, 
one of the 10 advertisers in this | 
\first section. It placed the ad di- 
| rect. 

Other advertisers in the multi- 
page unit are: Cleveland Electric | 
Illuminating Co. (McCann-Erick- 
|son); Yoder Co. (G. M. Basford 
| Co.); Diebold Co. (Penn & Ha- 
|maker); Cleveland Stevedore Co. 
(Meerman’s Inc.); Akron Cham- 
|ber of Commerce (direct); Amer-| 
jican Rubber Export Co. (McDan-| 
iel-Fisher & Spelman); Ridge Tool 
|\Co. (Carr Liggett Advertising); | 
‘Kramer International (direct) ;| 
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Agricultura — 
fwoutetm REACHES THE RICHEST 


FARMERS IN THE WORLD 


The important ranchers and planters of Latin America 


Hundreds of manufacturers—who at one time confined their promotion to U. S. farmers 
—are making big sales in the booming farm markets of Mexico, Central and South 
America. They rely on Agricultura, because it delivers the leading audited on-the-farm 
circulation .. . stresses U. S. products . . . demonstrates the latest and best in farming 


WRITE FOR MARKET AND MEDIA FOLDER 


Agricultura de las Americas 


“The Magazine of Modern Farming for Latin America” 
1014 WYANDOTTE ST., KANSAS CITY 5, MO. 


Paul Meline, second from left, Managing Editor of Hitchcock’s Machine and 
Tool Blue Book, makes a few notes as Barnes Drill Company President, Albert 
M. Johnson (center); Chairman of the Board, Walter M. Fairbairn (right); and 
"Vice-President, Roger Marriott (far left), explain “Controls and Advanced 
Mechanization” of a new Barnes Drill numerically controlled machine. 


THE MAN FROM 


Nothing excites Paul Meline, Hitchcock’s MA- 
CHINE AND TOOL BLUE BOOK Editor, more 
than an advanced example of automation in ma- 
chine tools. To satisfy his curiosity, and insure an 
accurate reporting job, Paul recently traveled to 
Barnes Drill Company, Rockford, Illinois, to ex- 
amine a newly developed numerically controlled 
machine. This electronic marvel handles short 
lot production, drilling, reaming, spotfacing, bor- 
ing, tapping, and chamfering. Here is an example 


METALWORKING WOODWORKING \ 


HITCHCOCK 


of the metalworking industry's tremendous for- 
ward look toward ever greater production, speed, 
efficiency and economy. 


Indicative too, of a forward look in editorial 
policy, is the presence of the man from Hitchcock 
wherever trade news is in the making. This edi- 
torial coverage means better readership—the key 
that unlocks the door to advertising success in 
every Hitchcock publication. 


hitchcock 


PUBLISHING COMPANY 


TRANSPORTATION 


Machine & Tool Blue Book Hitchcock's Wood Working Mass Transportation WHEATON - ILLINOIS 
Machine & Tool Directory Digest Mass Transportation's 
Grinding and Finishing Hitchcock's Wood Working Directory SINCE 1898 . 
Carbide Engineering Directory School Bus Trends 


THE PIONEER OF CONTROLLED CIRCULATION 
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and Seiberling Rubber Export Co. 
(Meldrum & Fewsmith). 

Other Ohio companies will be 
represented in future sections, ac- 
cording to Eugene Sitterly, pub- 
lisher of World’s Business and 
Guia. Purpose of the “Ohio— 
U.S.A.” series, he explained, is to 
develop a strong sales message for 
the state’s ports and the exporting 
companies in the state. + 


UARE? 


. . » dealing, that is ! Adver- 
tising photography, film spots, 

slides, visual sales and 
training kits delivered when 
promised ! Full-time staff 
teamwork plus one-stop service 
(Art Director, photography, 


action — no goofs. 


SEND FOR FREE “Foto- 
Facts” and Kileen “Kutie of 
the Month” 


kileen studios 


235 East Orchard Dept. 
Decatur, Illinois 


processing). Fair prices — fast | 
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On the International Scene... 


Newspapers, Outdoor, 
Theater Ads Are Top 
Media; TV’s on Horizon 


By James O. Dunaway 


(Mr. Dunaway is a copywriter 
for Leo Burnett Co., Chicago. He 
is presently on a year’s leave of 
absence and is touring the world.) 


BerrutT, LEBANON, June 25—lIf 
'you make a business call in Tehe- 
ran, Baghdad or Beirut, almost the 
‘first thing your host will say to 
|you is, “Would you like a Coca- 
| Cola or a Pepsi?” 

For the Arabs, long famous for 
hospitality to visitors, may also 
soon become known as the soft- 


BENTON & BOWLES 
Parliament Cigarettes 
“Restaurant Counter” 


LEO BURNETT 
Marlboro 
“Filter, Flavor, Flip-top Box” 


CAMPBELL EWALD 
General Motors 
“Salute to the '57 GM Cars” 
Chevrolet 
“Rebus” 


KENYON & ECKHARDT 
PepsiCola 
‘Polly Bergen at Rural Station” 
Mercury 
“1957 Floating Ride” 


J. WALTER THOMPSON 
Eastman Kodak 
“Brownie Movie Camera” 
Ford 
“Standing on the Corner” 


We're happy 
to put you on the spot! 


Congratulations to Benton & Bowles, Leo Burnett, Campbell Ewald, 


Kenyon & Eckhardt and J. Wal 


ter Thompson for those television 


commercials recently selected by the 4A’s as outstanding examples 


of improvement in advertising 


We are proud to have played a 


New York O. 


Telephone: PLaza 9-8000 


Telephone: STanley 7-1211 


Write for free illustrated brochure 


Hollywood Office — Universal Studio, Universal City 
George Bole in charge of Production 


content. 


part in producing them. 


UNIVERSAL PICTURES TELEVISION DEPARTMENT 


“There's no substitute for experience” 


e — 445 Park Avenue 


Ul 
ont 


PROFESSIONAL TOUCH 


Coke, Pepsi Battle in Middle East as 
Old Lands Emerge from Ad Infancy 


| 


|and right now in the Middle East, | 


| In fact, all but a few of the agen- 


drinkingest people in the world— 
Coca-Cola and Pepsi-Cola are} 
fighting it out with advertising for 
sales leadership in this increasing- 
ly prosperous and important area. 

In fact, in each of the three Mid- 
dle Eastern countries where I con- 
tacted advertising men—Iran, Iraq 
and Lebanon—Coke and Pepsi! 
were right at the top of the list| 
of high-budget advertisers. 

The Coke-Pepsi battle is one of | 
many facets of the advertising 
business which are common to all 
the Arab-speaking countries. In 
each country there are a few agen- 
cies (run on more or less standard 
lines) which handle most of the 
business, and a number of one- or 
two-man shops which scramble for 
the remainder. 

Many Middle Eastern agencies, 
even the larger ones, are also en- 
gaged in other lines of business— 
some as art or sign studios, some 
as print shops, and some as media. 


cies I visited started out as other 
businesses and drifted into agency 
work in much the same way as 
did the “space brokers” of early 
American advertising. 


® Clients expect (and usually get) 
a rebate on billings from their 
agencies, and agencies in turn 
(although there is a tendency to- | 
ward a standard 15%) must hag-| 
gle with media to determine their 
commissions. This is standard | 
practice in Arab business circles, | 
stemming from the days when all 
business was done in the bazaars 
and souks, and when a man who 
stated the real price of his goods | 
at the beginning of a transaction | 
would have been considered crazy. | 
Most advertising through agen- 
cies is placed by local importers 
of foreign-made products. The! 
heaviest-spending categories are | 
(in addition to soft drinks) soaps | 
and detergents, drugs, cosmetics, 
toiletries, automotive and farm 
equipment, airlines and shipping | 
companies. Locally, the leading ad-| 
vertisers are the movie houses, 
which often take full-page color 
newspaper ads to plug current at- 
tractions. There is little or no local 
manufacturing activity. 


# One complaint was voiced by 
virtually every Middle East agen- 
cy man I talked to: Importers of 
big-ticket American products, es- 
pecially cars, spend only a small} 
fraction of their advertising allow- 
ances and pocket the rest. It’s true, | 
the agency men say, that right now 
every American car imported into 
the Middle East is readily sold. 
But they feel the policy is short- 


sighted and may prove costly in| | 


the long run. 

Obviously, of course, this feeling 
is partly generated by a desire to 
have the money in question spent 
through local agencies. But at the 
same time it might be a point worth 
pondering for someone in Detroit. 
European manufacturers—espe- 
cially Volkswagen and Mercedes-| 
Benz—closer to the market and/| 
more vitally interested in export} 
sales, soon may make a dent that 
will be hard to repair with their 
close-knit, tightly-controlled sales 
and advertising policies. 

Here are some brief reports on 
individual countries. The figures 


are not statistics as we know them | 


(which don’t exist in the Middle 
East), but rather consensus figures 
of estimates by local ad men, as 
accurate as patience, cross-check- 
ing and snooping could make them. 


Iran 


Nearly one-tenth of Iran’s 20,- 
000,000 people live in Teheran, the 
capital, and probably 90% of Ira- 
nian advertising is placed there. 
Oddly enough, although the total 
advertising expenditure of the na- 
tion is only about $2,000,000, Iran 
has a $1,000,000 agency, Ziba Ad- 
vertising Bureau, which handles, 
among others, Iran’s two biggest 
advertisers, Pepsi-Cola ($60,000 
last year) and Colgate ($50,000). 

The other two important agen- 
cies are Finzi Publicité, which han- 
dles a part of the Coca-Cola ac- 
count, as well as most airline 
advertising and a number of con- 
sumer products, and Tooti Adver- 
tising, which as a subsidiary of 
Etelaat, the country’s leading pub- 
lishing house, is less an agency in 
the American sense than a sales 
department. Although Ziba and 
Finzi prepare ads for all media, 
Etelaat confines itself to press ad- 
vertising. 

Newspapers, magazines, radio, 
cinema and outdoor are the im- 
portant media. Newspapers carry 
about 40% of the total ad volume, 
with magazines accounting for 
10%. Etelaat, which has eight pub- 
lications, ranging from Iran’s larg- 
est daily (Etelaat, circulation 
around 60,000) to a children’s mag- 
azine, claims half of all publishing 
revenues, with an annual advertis- 
ing income of nearly $500,000. 


s Only two newspapers besides 


Etelaat have circulations of more) 


than 10,000, but there are a num- 
ber of weekly and monthly maga- 
zines published in Teheran with 
circulations running from 20,000 
to 40,000. Outside Teheran, very 


\few of the provincial newspapers | 
|published in the smaller cities | 


reach even 5,000. (Literacy, which 
is about 50% in Teheran, averages 
about 10% over the rest of the na- 
tion.) 

Iran’s radio advertising setup is 
unique. The government, which 
owns and operates Radio Teheran, 
a 50,000-watt station, sets aside 
seven time periods in its eighteen- 
hour broadcasting day in which 


Advertising Age, July 1, 1957 


| advertising—and only advertising 
—is broadcast. Each year these 
time periods, ranging from 2 to 15 
minutes, are bid for by—and sold 
| to—contractors, who then have the 
sole right to sell advertising time 
for the periods they have bought. 

The commercials, which are sold 
on a per-word basis, are rapid- 
fired at the listener one after the 
other. 

Rates, although they vary great- 
i. from year to year and also ac- 
cording to demand, have tended to 
| keep going up as the contractors 
make their bids higher each year 
and still find the business profita- 
ble. Currently, about 20% of Iran’s 
total advertising volume goes 
through Radio Teheran. 


s Cinema and outdoor advertising 
are very low in cost here and 
growing in popularity with adver- 
tisers. Slides are shown with or 
without voice-over, in addition to 


CONSOLIDATED 


SEES ANYTHING YOU WANT 
TO KNOW in English language 
newspapers, as an advertise- 
ment or a news item... We 
read practically all the daily 
| and over 6000 weekly news- 
papers. We've been doing it 
quickly, professionally and inex. 
pensively since 1886. 


CONSOLIDATED ccirrins evrcaus 


431 SOUTH DEARBORN STREET, DEPT. 12 
CHICAGO 5, ILLINOIS 
170 FIFTH AVENUE, NEW YORK 10, WN. Y. 


PRESS 


in Leite 


POPULAR 


REVISTA 


gets you to the 


men with the POWER TO BUY! 


46% are presidents, owners, partners 
... 63% own homes... 64% own one 
. 72% are 


or more automobiles . . 


heads of families . . . 89% are in busi- 
ness or professions ... 74% have pur- 
chasing authority or influence in com- 
pany business and 82% purchase 
equipment that originates in the U.S.A.! 


; hilernelional EDITIONS 


Chicago, Illinois 


POPULAR MECHANICS 
200 East Ontario 


| 

* One of five top- 
readership international 
editions that get you to 
the men with the power 
to buy in Latin America, 
France, Western Ger- 
many, Sweden and Den- 
mark. 
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FAMILIAR BATTLE—Coke and Pepsi fight it out in the Iranian news- 
papers, with ads written in Farsi (the Persian language). Both - 
colas point out in copy that they are non-alcoholic, an important E 
point with Moslems, whose religion forbids them to drink intoxi- ' 

cants. 


filmed commercials, both locally | American colas are now threatened 
and foreign-produced. Incidentally, | by a German brand, Sinalco, which 


Ziba, the leading agency, has a 
monopoly on the sale of advertis- 
ing for the first-class cinemas. 

Iran has now largely recovered 
from the deep economic crisis 
brought on by the Mossadegh gov- 
ernment’s nationalization of the oil 
industry (which cut the country’s 
oil income to almost nothing for 
3 years), and business is better 
than it has been since 1952. The 
removal of import restrictions on 
most manutactured and luxury 
goods, plus more aggressive mar- 
keting by many foreign companies, 
promises a continuing increase in 
advertising expenditures. For ex-| 
ample, Colgate is soon expected to | 
introduce a toilet soap (probably | 
Palmolive), and the $25,000 pro- 
jected first-year budget would in- 
crease Colgate’s over-all expendi-| 
ture by 50%. 

As for Coke vs. Pepsi, Pepsi-| 
Cola is ahead here. With a six- 
month head start, a sweeter for-| 
mula and the backing of one of the 
country’s richest men, Pepsi now 
has about 80% of Iran’s soft-drink 
market. A new plant outside of 
Teheran bottles 800,000 Pepsis a| 
day, and the bottler is energetical- 
ly building a series of similar 
plants in most of the important 
provincial towns. 


® Permission has been granted by 
the government for a private con- 
cern to build a tv station for Te- 
heran, but it is impossible to see 
how it could become a commer- 
cially important part of the Ira- 
nian advertising picture in the next 
few years. 


Iraq 

Only an estimated $300,000 was 
spent on advertising through agen- 
cies in this country of 5,000,000- 
plus people in 1956, but Iraq is 
undergoing a huge modernization 
and development program which, 
in addition to providing large num- 
bers of workers’ homes, schools, 
hospitals and other benefits, is 
putting a lot of money into circu- 
lation. An increase in ad spending 
to $500,000 this year appears a 
strong possibility, with further in- 
creases likely in the years ahead. | 

Among local agencies, National | 
Advertising Co., formerly known 
as Ramzi & Thneyan, is the largest, 
billing about $100,000. The agen- 
cy, which began as a silk screen 
and print shop, handles, among 
others, Coca-Cola and Lever. 

Coke is, incidentally, the soft 
drink leader in Iraq, both in sales 
and in advertising. Coca-Cola is 
estimated to have spent about 
$75,000 on advertising in 1956 
($30,000 through its agency), and 
will spend $120,000 this year to re- 
tain its position as Iraq’s No. 1 ad- 
vertiser. Pepsi-Cola, which spent 
some $30,000 last year, is the sec- 
ond largest advertiser. The two 
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| Pibiedby + THE METHODIST PUBLISHING HOUSE, 740 RUSH STRERT = GHIEAGO 1, WLINOHS | 
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WKY-TV COVERS... 
69% OF OKLAHOMA'S POPULATION. * 


165,000 MORE PEOPLE than in the 
area covered by the other Oklahoma 
City Television Station . . . EQUAL 
TO MORE THAN ONE HALF OF THE 
POPULATION OF OKLAHOMA City! 


*Sales Management’s 1957 Survey 
of Buying Power and N.C.S. #2 


MORE PEOPLE + 
MORE MONEY = 
MORE SALES FOR YOU! 


WKY-TV COVERS... 
68% OF OKLAHOMA'S RETAIL SALES.* 


134 MILLION DOLLARS MORE in retail 
sales than in the area covered by the 
other Oklahoma City Television Station 
. .. GREATER THAN THE TOTAL OF 
OKLAHOMA CITY’s ANNUAL RETAIL 
FOOD AND DRUG SALEs! 


In addition to 54 Oklahoma 
County coverage, WKY-TV 
serves 8 counties in Kansas and 
4 in Texas .. . a total of 66 
counties. 


NBC Channel 4 


THE NATION'S FIRST 
COLOR TY STATION 


Le. We 


The WKY Television System, Inc. 


WKY Oklahoma City 
WSFA-TV Montgomery — 


WIVT Tampa —St. Petersburg 
Represented by the Katz Agency Kz 


KANSAS 


OKLAHOMA 


wKv-tv © 
OKLAHOMA CITY 
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is spending about $15,000 to intro- 
duce its product here. 


s Other important advertisers in 
the $15,000-$20,000 class are Col- 
gate, Gillette and P&G. In addition, 
next year Lever, which is just 


coming into the market in a big) 


way, is reportedly planning to 
spend about $70,000 on introduc- 
tory campaigns. Other big spenders 
include most of the international 


@ 


airlines, a number of automobile | Iraq in the next few years, since; Send one who will learn Arabic, 


and farm machinery makers, and 
| state corporations of such countries 
as Hungary, Poland and Czecho- 
| slovakia. 

Newspapers carry more than 
50% of all advertising, even 
though the largest has a circula- 
tion of only 8,000 or so. The only 
other media generally used are 
outdoor and cinema. Cinema ad- 
vertising has recently received a 
| strong boost through the formation 
of Anglo-Arabian Screen Services 
Ltd. Backed by the well-known 
British movie advertising company 
of Pearl & Dean, Anglo-Arabian 
controls a strong circuit of first- 
class theaters and is promoting 
them vigorously. 

There is a state-owned radio and 
itv system, but no advertising is 
| broadcast. Actually, when the tv 
station was built in 1955, bids for 
an advertising franchise were 
solicited, but nobody took the gov- 
ernment up on it. Perhaps, with 
Baghdad booming the way it is, 
commercial tv may yet come to 
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Gibraltar 


CORRUGATED PAPER COMPANY, INC. 


A, PATIO PICNIC... 


a 


A big ‘57 for Heinz 57 with this picnicky 
tumble of goodies. All the bright, breath- 
of-summer dress-up is Gibraltar-made: 
CORRO-TRIM umbrella with pole, pen- 
nants, reminder cards, soft wrap-around 
picket fence. The gay shopping center 
of any shopping center! 


Want to make shopping all-season fun? 
Just call The Man From Gibraltar, 


IVISTON 


350 Warren Street, Jersey City 2, W. J. 
NEW YORK: DIGBY 4-0580 NEW JERSEY: HENDERSON 2-4462 


the government is apparently eager and who won't spend all his time 
for the revenue to help pay oper-| off the job in the company of other 
ating expenses. Americans. If you do, it will cost 
you only a few thousand dollars— 
and it might pay off handsomely 

Although it is the smallest and| oye a ha wo | yee 
least populous of the major Middle | P°°P'e Witch ts beginning 
East countries (population 1,500,-| MENSy like other people—and likes 
000), Lebanon probably has more the feeling. # 


advertising expenditure than any Ist Qu ter British 


Lebanon 


These figures, reported by the 
Statistical Review of Press Ad- 
vertising, were regarded here as 
a reassuring sign. Many advertis- 


of the others ... as well as a more 

mature, dependable agency busi- ‘ 

ness. Estimates of total advertising Print Ad Volume 

volume average around $3,000,000 . 

per year, and there are six or seven Hits $61,441,587 

first-class agencies in Beirut, as Lonpon, June 26—Advertising 

well as a number of smaller shops} expenditures in British newspa- 

and specialist agencies (silk screeN,| pers and magazines totaled $61,- 

sign painters, etc.) which do a cet-| 441,587 in the first quarter of this 

ge ag og rd 7 one bag: od the | 7eat Fae of herp over the cor- 

ading ce responding peri ast year. 

Arab world, Beirut is area head-| 

quarters for a number of compa- | 

nies doing business in the Middle 

East, and several Lebanese agen- 

cies have branches in one or more ing leaders had been expecting a 

other countries. contraction from the _ record- 
Lebanon’s leading advertiser “4 breaking ad volume of 1956. 

reported to be the Arabian Ameri- 

can Oil Co., which sends a large | s Projecting from the first quar- 

percentage of its crude oil produc- | ter results, the Statistical Review 

tion through the pipeline which) predicted that total print media 


ends in Sidon, Lebanon. Aramco) spending in 1957 will be up at 
is said by one source to spend|least 8% over last year’s $257,- 
more than $50,000 yearly on public 488,000 total. 
relations and institutional adver-| The London morning newspa- 
tising. pers, which are circulated nation- 
Among commercial advertisers, |@lly, continued to improve their 
either Pepsi-Cola, Coca-Cola or | Position. They accounted for $17,- 
Procter & Gamble is considered | 292,267 in advertising, or 28% of 
the top advertiser, depending on | the first quarter total, and almost 
whom you ask. The leading three|*S Much as the expenditures in 
each spend amounts estimated at|™284zines ($18,137,742). The pro- 
from $20,000-$25,000 yearly. Oth- vincial dailies were down 4% from 
er $15,000 or better accounts in- a a 
pes A core mre and BOAC coffee, cigarets, appliances and 
ae s sean 00 _— f frozen foods all increased during 
nd 7-Up, despite the fact that the first three months of 1957. 


its 1956 expenditure of $12,000 Among the more heavily adver- 
placed it third on the list of soft- 
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tised products were Maxwell 
House coffee, Hoover vacuum 
cleaners and Hotpoint washing 
machines. # 


‘This Week’ Adds Buttalo 

The Buffalo Evening News will 
distribute This Week Magazine, 
Sunday newspaper supplement. A 
starting date in 1958 will be an- 
nounced later. 


NEVADA 


ONFIDENTIAL 


Only one state can be first, and when 
it comes to retail sales Nevada is 
pleased to claim the honor. Retail 
sales for 1956 are reported at $4928 
per household, more than one-fourth 
ahead of the national! average and 
leading all other states. Really no 
surprise with the Reno Metropolitan 
Area (Washoe County) racking up 
$5205 and the Las Vegas Metropolitan 
Area (Clark County) registering $5201, 
6th and 7th among all the nation’s 
metropolitan areas. Makes Nevada a 
prime target when you're selling con- 
sumer goods of any kind; makes prod- 
uct advertising mighty productive, too. 
For complete market analysis of Ne- 
vada see your nearest Western Dailies 
or John E. Pearson Co. office, or write 
one of these basic Nevada advertising 
buys... 


drink advertisers, is leading the 
others where it counts—in sales. 


s The two leading agencies are 
Pharaon Publicité, which is cele- 
brating its 25th anniversary this 
year, and SNIP (for Societe Na- 
tionale d’Impression et de Pub- 
licité). Both agencies employ about 
35 people, but SNIP has an addi- 
tional staff handling two major 
sidelines—a printing plant and a 
sales monopoly for cinema adver- 
tising. 

As in other Middle Eastern coun- 
tries, newspapers are the top me- 
dium, with 50-60% of the total 
business. Cinema advertising, 
which is growing fast here as else- | 
where in the area, accounts for 
perhaps 20%, with magazines, out- 
door, posters and other minor me- 
dia getting the remainder. Literacy 
is well over 80%, and, although 
there are no mass-circulation pa- 
pers or magazines, there are a) 
number of newspapers and several 
good local magazines. 

Although it’s not official, most 
local agency men expect Beirut to 
have a privately owned commer- 
cial television station within two 
years—perhaps much sooner. RCA, | 
Pye (British) and a Russian state | 
corporation have bid for the busi- 
ness. RCA is reported to have the| 
edge, with a decision expected 
soon, 

Generally, business is good in 
Lebanon, and advertising is grow- 
| ing fast. Much of the newly intro- | 
| duced advertising volume of inac- 
cessible countries such as Saudi 
Arabia and Kuwait is being han- 
dled through Beirut, which helps 
swell the total. 


ste4488 


And now, for a sign-off, my ad- 
vice to companies doing business 
in the Midle East: Send one of 
your brightest young men here for 
a while to get an idea of how busi- 
|ness is done and to bring back a 
| first-hand picture of the market. ' 


from Jacksonville 
about Fast Service 


A Jacksonville, Florida, Agency says: 


“As long as we can Air Mail copy Wednesday 
afternoon, and get repro proofs Friday 
morning, we'll use Warwick. Both typography 
and service are excel/ent.”’ 


Near the geographical center of the U.S., 
with complete air transport service, Warwick 
has the facilities and personne! to supply 
quality typography at a speed in most cases 
equal to local sources. 


Whether you're in Jacksonville, Florida, or 
Spokane, Washington, Warwick can provide 
everything needed typographically with the 
speed that causes Warwick's furthermost 
clients to figure on time, rather than distance. 


Try Warwick when you want fast service on 
any practical method of typography. 


TYPOGRAPHERS, INC 


920 Washington Avenue « St. Louis 1, Missouri 
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Taxes, More than Cancer Scare, 


' 


Bother British Tobacco Companies | 


By Mark Random 


Lonpon, June 26—It is now six 
years since medical researchers 
first reported they suspected a 
link between smoking and the in- 
cidence of lung cancer. And al- 
though fresh research has tended 
to strengthen the link, smoking in 
Britain has been increasing stead- 
ily year by year. 

The Commissioners of Customs 
and Excise report that tobacco 
consumption in the financial year 
1955-56 rose by 7,000,000 Ibs. to| 
239,000,000 Ibs. 

In 1955-56, latest year for which 
figures are available, they col- 
lected an alltime record revenue | 
in tobacco tax—$1,872,000,000. This 
compared with a tobacco revenue | 
of $1,820,000,000 in 1954-55 and 
$1,755,600,000 in 1953-54. 


s The British smoker is probably 
the highest taxed smoker in the} 
world. Before the war, he could 
buy a package of 20 cigarets for | 
one shilling (14¢). Even then cig | 
arets were heavily taxed. But in 
successive budgets, the chancellors | 
of the exchequer have added to the 
smokers’ tax burden. Today, a 
smoker pays about 53¢ for a pack- | 
age of 20. And only a few pence 
of that represent increases im- | 
posed by manufacturers to meet) 
rising costs. 

One reason for the heavy taxa- 
tion has been an attempt by the 
government to discourage smok- | 
ing—not from health reasons but 
simply to conserve Britain’s prec- 
ious dollars rather than spending 
them on imports of American leaf 
tobacco. 

The high cost of smoking has) 
brought a wave of resolutions with 
each increase in the tax to give up| 
the habit. And although some have | 
been successful, the majority have 
gone back to smoking. Today 
British smokers average 14-15 cig- 
arets a day for men and 7-8 for 
women. 


| 


s British smokers on the whole |, 


have taken notice of the many 
newspaper stories on smoking and 
lung cancer but the reports have 
had little apparent effect on to-| 
bacco consumption. There does not | 
appear to have been a great swing 
to filter-tipped cigarets, as oc- 
curred in the U. S. 

The high tax tobacco carries is 
the cause of another anomaly. The | 
amount of tax saved by using a) 
filter instead of tobacco means that | 
in Britain, filter cigarets sell for 
less than the non-filter types. 
Rothmans of Pall Mall, for in- 
stance, recently introduced a new | 
king-size cigaret, something of a} 
rarity here, and by using a filter 
for the extra length they are able 
to market this brand at a price | 
only one penny (one cent) above | 
the most common price for ordi- 
nary non-filter cigarets. 

Most of the advertising for filter 
cigarets, in fact, has concentrated 
on this economy aspect rather than 
on the other features of filter cig- 
arets. 


s One example of how Britons are 
reacting to the lung cancer scare 
occurred in a recent article in the 
Daily Express. The writer spent 
weeks investigating what research 
is going on in Britain to solve the 
smoking-and-cancer problem. 

He said: “We, millions of us, 
have to decide whether or not to go 
on smoking. We are the undecid- 
ed. Most of us carry on, saying we 
will wait and see.” 

That appears to be the general 
attitude of British smokers: 
Watchful waiting. | 


s Dr. Thomas Day, of the Leeds | 
University cancer research depart- | 


| lung 


ment, believes the public is “great- | 
ly exaggerating” the danger of) 
smoking. “That there is some sort | 
of link between smoking and lung | 
cancer must be taken as proved,” 
he says, “but to say it is one of the | 
primary direct causes of lung can- | 
cer is probably nonsense.” He has | 
been trying—and failing—for three 
years to produce skin cancers in| 
mice with tobacco smoke tars. He| 
is 50 years old and has smoked an} 
ounce of tobacco a day since he) 
was 19. 

Another researcher, Dr. D. L. | 
Woodhouse of Birmingham Uni- | 
versity, is slightly less encourag- 
ing. He has been a cancer re- 


| searcher for 25 years and although 
|his attempts to repeat American 


cancer experiments have | 
failed, he does not entirely rule 
out the possibility of smoking | 
causing cancer directly in some! 


WEST LAFAYETTE 


Results prove it... 


JOURNAL and COURIER Advertising 
Produces Beer Sales in Lafayette Market 


Complete advertising coverage in a market is vital 
to selling beer. Experience has shown us that this 
degree of coverage is available in the Lafayette 
market only through advertising in the Journal 
and Courier. 


WILLIAM J. LAMB, President 


Lafayette Beverage Distributors 
Beer Distributors 


le ~ 
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This Important Indiana Market Is Covered Only by the 


LAFAYETTE JOURNAL*““COURIER 


Member of Federated Publications | 


INDIANA 


Indiana's Best 
Balanced Market 


REPRESENTED NATIONALLY BY 
SAW YER-FERGUSON-WALKER COMPANY 


— 
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Why Fels & Company prefers 
Crosley WLW. Stations 
for Instant Fels Naptha 


Golden Soap Granutlets 


"WLW Stations offer that 
important extra of mighty grocery 
merchandising tied up with top 
Station Talent. Yes, leading 
TV-Radio personalities star in 
product merchandising—promotion 
as the Crosley Stations' experts 
cover the store fronts by top- 
level trade contacts, personal 
calls and point-of-sale push. So 
the Talent-tuned, power-—packed 
merchandising—promotion of the 
Crosley Stations really means 
business for advertisers." 


SRL 


Max Brown, Director of Sales 
Fels & Company 


Like Fels & Company, you'll get mighty merchandising-promotion for your 
products too with the WLW Stations. So before you buy, always check first 
with your WLW Stations' Representative. You'll be glad you did! 


WLW 
Radio 


WLW-T 


Cincinnati 


WLW-C 


Columbus 


WLW-D 


Dayton 


WLW-A 
Atlanta 


Network Affiliations: N8&C; ABC: MBS Sales Offices: New York, Cincinnati, Chicago 


Saies Representatives: NBC Spot Sales: Detroit, Los Angeles, San Francisco 
Bomar Lowrance & Associates, Inc., Chariotte, Atlanta, Dallas ...... Crosley Broadcasting Corporation, a division of 
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cases. He smokes eight or nine cig- 
arets a day and does not intend 
giving it up. 

Other research is going on all) 
the time in London and Exeter and | 
elsewhere in Britain. | 


= The government’s attitude re-| 


flects that of the population as a |j 


whole. It has taken a position of 
watchful waiting. In the mean- 
time, however, it has discouraged 
the advertising of cigarets on com- 
mercial television when children’s 
programs are being shown and dis- 
couraged teachers from smoking 
at school. 

The Ministry of Education is 
preparing an instruction pamphlet 
for school teachers and youth 
leaders for a campaign to warn 
children not to start smoking too 
early in life. 

Members of Parliament have 
suggested that if young people 
were shown that smoking at too 
early an age may have an effect in 
later life, it might bring down the 


GEE! That's the 


coffee for me!” 


Commercials on WGN-TV have 
a way of getting results— because 
WGN-TV programming keeps 
folks wide-awake, interested— 
and watching. For proof, let our 
specialists fill you in on some sur- 
prising WGN-TV case histories 
and discuss your sales problems. 


Put “GEE!” in your Chicago sales 


““WGN-TV = 


When only the bed wild de 


“a4|ing standards, he said. 


Bevson... Hepoes 
Supre y hirywnia : myer rlles 


SILVER PLATTER—In this ad Benson & 

Hedges uses the snob appeal ap- 

proach which abounds in British 
advertising. 


high lung cancer death rate. 
Teachers are being asked to set a 
personal example and not to smoke 
in front of children. 


s The British Medical Assn. has 
also so far laid down no policy on 
the lung cancer-smoking question. 
Its journal still takes advertise- 
ments for cigarets provided the 


|copy is acceptable. This brought 
labout the resignation from the 


BMA of one doctor who contended 
that to continue advertising cig- 
arets in the face of “the over- 
whelming medical evidence of the 
dangers of tobacco addiction” 
could only be considered “ex- 
tremely reprehensible.” 

British cigaret manufacturers 
seem to be less worried about the 
lung cancer scare than they are 
about taxation and competition 
within the industry. 

Lord Sinclair of Cleeve, chair- 
man of the Imperial Tobacco Co., 
Britain’s largest cigaret, cigar and 
tobacco group, made this plain at 
the recent annual general meeting 
of the company. 


® He said British industry as a 
whole required a reduction in tax- 
ation to stimulate expansion of 
production. 

He reported .that the 42 cents 
per lb. increase imposed in the 
1956 budget brought the U.K. to- 
bacco duty to $8.56 per lb.—more 
than six times the prewar rate. 


Lord Sinclair said this amounted 


“... then it hands you a little 
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in Solid Cincinnati is the Cincinnati Enquirer’.” 


card that says, ‘The Solid No. 1 


The Cincinnati Daily Enquirer is solid 
No. 1 right down the line. Including 
a 21,000 edge in City Zone circulation 

a healthy lead in Retail Display 
Linage. Get full story from Moloney, 
Regan & Schmitt, Inc. 


|to a sales tax of 450% on tobacco 
goods. With the tax level much 
higher in Britain than in any other 
country it was understandable 
that per capita consumption is sig- 
nificantly lower than in other 
countries with corresponding liv- 


| Lord Sinclair reported that sales 

in the current year were being 
broadly maintained but the com- 
pany must expect competition to be 
keener than ever. This, he said, 
| would entail appreciable increases 
|in selling expenses, presumably in- 
‘cluding an expansion of advertis- 
ing. With no reduction expectable 
in manufacturing costs, he fore- 
cast a reduction in profit in the 
current year. 


= The theme was also taken up by 
Sir Edward Baron at the annual 
general meeting of Carreras Ltd. 
He reported the April, 1956, in- 
crease in the tobacco duty checked | 
the rising tendency of consump-| 
tion while the more competitive | 
conditions involved heavier expen- 
diture on advertising and sales 
promotion. 

Sir Edward told shareholders the 
home market is now one of keener 
competition and the threat of price 
cutting and gift-coupon trading; 
this the company is countering by | 
an extensive advertising program 
|which may, however, necessitate 
| drawing on reserves. 

Since that meeting, Carreras has 
reintroduced a brand discontinued 
before the war which will contain 
gift coupons. This brand, Black 
| Cat, will make six brands the 
company is marketing. All Carrer- 
las advertising is handled by Mc- 
Cann-Erickson Advertising Ltd. | 
|@ Black Cat is the third gift-cou- | 
|pon cigaret to be marketed since | 
the trade ban on this type of pro-| 
motion ended last September. 

First on the market was Ex- 
|clusive, a new brand by a small | 


| Comnpaay, Amalgamated Tobacco|the jeading manufacturers joined | 


in placing at the disposal of the | 
Medical Research Council a fund | 
of $700,000 for research into the) 
causes of lung cancer. So far, | 


Corp. 

J. Wix & Sons then brought out | 
its Kensitas Extra Size brand with 
gift coupons in January. Trade re- 
ports say that sales of this brand 
have increased some eight to ten 
times and supplies have to be ra- 
tioned to retailers until production 
can be stepped up. 

No one, apparently, was more! 
| Surprised by the success of the gift | 
schemes than the manufacturers. | 
Kensitas had hoped to increase 
sales about eight-fold in something 
like six months. The target was 
achieved in less than three months. 


= Applications for gifts are run- 
ning currently at a rate of many | 
hundreds a day and are expected 
to reach “many thousands a day” 
later. 

Other manufacturers are known | 
to be watching the situation close- | 
ly. G. W. Radford, chairman of | 
the Ardath Tobacco Co., said his | 
company is considering a gift | 
|schemme but no decision has been | 
made as yet. 

The profit on a package of 20 
cigarets selling for 53¢ is reckoned 
to be 3¢. With special discounts on | 
|bulk orders, the cost of a gift) 
works out at about 2¢. The small- | 
er profit margin per pack is off- 


set by increased sales. 

| ® For small cigaret makers, this is | 
a prime consideration, particular- | 
|ly in the present competitive state | 
of the market. But bigger produc- 
ers cannot expect to boost sales 
|sufficiently to offset the smaller 
| profit margin per packet. On the 
peonem just given, it would be 


necessary to boost the sales of a 
| brand some 200% with a gift 
jscheme in order to break even 
with the profit obtained without 


| 


FAMILIAR REQUEST—Top-selling cig- 
aret brand in Britain for many 
years has been Imperial Tobacco’s 
Players. As in this ad, the company 
still is using its legendary tag line, 
“Player’s Please.” 


a gift scheme, and then begin to 
reap the profits of its enterprise. 
But a brand which already enjoys 
a large share of the market could 
hardly be expected to double its 
share and even less to increase 
beyond that break-even point. 

It is unlikely that gift-coupon 
cigaret sales have reached the 


| level where they are really troub- 
| ling the big manufacturers and re- 


quiring some counter-action. For 
the time being, for instance, the 
Imperial Tobacco Co. is only 
considering reintroducing cigaret 
cards, small illustrated pieces in- 
cluded with each packet. These, 
usually in sets of 50 or 52, were 
great favorites with collectors and 
small boys before the war. 


s The British cigaret companies 
are aiding the research on the lung 
cancer problem. Three years ago 


$196,000 of that fund has been 
spent. 


The industry’s own chemical de- | 
partments are also continuing re-| 


search into the constituents of 
tobacco and tobacco smoke and 


placing their findings at the dis-| 
| posal of the medical authorities. + ' 
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British Consider 
Ban on Smoking 


in Public Places 


Lonpon, June 26—The British 
cabinet was reported today to be 
considering a ban on smoking in 
public places, including movie the- 
aters. 

The action follows investiga- 
tions by two medical research 
committees on the lung cancer- 
cigaret smoking link, Their find- 
ings closely parallel those reported 
by the American Cancer Society 
this week. 

Health minister Dennis Vosper 
presented the British findings at 
a two-hour cabinet meeting yes- 
terday. A statement by the cab- 
inet is expected within the next 
three weeks. 

The government is concerned 
over the effects such a statement 
will have on tax receipts. The 
tobacco tax last year yielded 14% 
of the total government revenue. 
Despite the risk of reduced rev- 
enue, the cabinet is understood 
to be ready to go ahead, feeling 
that the nation’s 21,000,000 smok- 
ers should be alerted to the re- 
search findings. + 
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low prices 

_ Singleweight Quantity 5x7 
glossy 25 $ 275 ; io 
prints 50 4.50 6.00 
100 8.00 9.50 
250 17.50 22.50 
500 30.00 42.50 
1000 55.00 75.00 
Negative 1.15 1.65 
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Try us once and 
you'll try us thrice 


Our halftone work 
is O, so nice! 


using a gift scheme. 
A brand with a small share of | 


|sales much more than 200% with 


|\the market might well boost “4 


] Photo Engravings 


McGRATH Wie 


Of this 
re quite sure 


An ad-man’s 
headache cure 
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COLOR AND BLACK-AND-WHITE! 
DAY AND NIGHT SERVICE ' 
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Abolish Nets’ ‘Option 
Time,’ Senators Urge 


(Continued from Page 1) 
owned by networks. 


e Opening for public inspection 
affiliation agreements between 
stations and networks. 


e Limiting the possibility that 
network activity as spot sales 
representatives and film syndi- 
cators may place independent 
competitors at a disadvantage. 

The report sides with network 
presidents who say their organi- 
zations should be permitted to 
produce some of their own pro- 
grams, but it recommends that 
the Department of Justice remain 
alert lest network clearance deci- 
sions discriminate in favor of net- 
work-owned programs or programs 
using network-owned staging serv- 
ices. 


® To further diffuse power of net- 
works the report proposes that 
stations get five-year affiliation 
agreements and that network 
presidents voluntarily let outsid- 
ers, particularly advertisers and 
affiliates, participate in the selec- 
tion of programming. 

Mr. Cox argues the changes 
would benefit networks in the 
long run. He says they have 
ample good executive leadership 
to compete effectively without 
the assistance of artificial re- 
straints. On the other hand, un- 
less something is done about the 
growing power in their hands, 
they may bring the full force of 
federal regulation on themselves. 

The report belittles the con- 
tention that networks need op- 
tions and other safeguards to pre- 
vent erosion. It says network pro- 
grams should compete on their 
own merits and argues that anti- 
trust laws do not permit the erec- 
tion of shields against competi- 
tion. 


s In many respects the recom- 
mendations in the Cox report are 
similar to those reached by the 
House anti-trust subcommittee in 
a tv network report released ear- 
lier this month (AA, June 17). 
Both reports called for the adop- 
tion of a minimum purchase rule 
in place of “must buy.” However, 
the Cox report goes beyond the 
House anti-trust subcommittee in 
insisting on changes in the exist- 
ing option time arrangement. 

In releasing the report, Sen. 
Warren Magnuson (D., Wash.), the 
committee chairman, said his com- 
mittee had unanimously agreed 
to hold off formal approval of the 
recommendations in the report 
pending the receipt of comment 
from the Federal Communications 
Commission and the Department of 
Justice. 

For several weeks there were 
reports that Senator Magnuson 
was hopeful the Cox report would 
be adopted as the official views 
of the commerce committee. In 
releasing it today, however, the 
best he could do in the way of 
giving added authority to the re- 
port was to praise Mr. Cox for an 
“outstanding” job. He said he was 
joined in this praise by Sen. John 
Bricker (R., O.), the ranking Re- 
publican on the committee; Sen. 
John O. Pastore (D., R. I.); Sen. 
Andrew Schoeppel (R., Kan.); 
Sen. Alan Bible (D., Nev.); Sen. 
William A. Purtell (R., Conn.), 
“and others.” He made no men- 
tion of Sen. Charles Potter (R., 
Mich.), who has been identified 
as one of the committee members 
who opposed adoption of the re- 
port as a committee document. 


s More than 15 months have 
passed since the committee’s in- 
vestigation of networks got un- 


mony of Richard Moore, president 
of KTTV, who charged that net- 
work control of station time, sanc- 
tioned by FCC rules, was destroy- 
ing independent program produc- 
ers, handicapping independent sta- 
tions unfairly and depriving ad- 
vertisers of freedom of choice. 

While presidents of all three 
networks and dozens of tv affili- 
ates appeared before the commit- 
tee in an effort to refute the po- 
sition taken by Mr. Moore, today’s 
report in almost every instance 
supports the contentions lodged 
by Mr. Moore, and rejects the 
defenses of the networks. 

Much of the report discusses 
how option time and “must buy” 
hurt non-network advertisers, 
program sources and stations. As 
Mr. Cox sees it, network control 
of prime time has made it ex- 
ceedingly risky for film producers 
to make high quality programs 
for syndication. 


® As a result, local and regional 
advertisers have been hit two 
ways: Besides being frozen out 
of the best evening hours, they 
are deprived of the choice of good 
programming for sponsorship on 
a local basis. 

“Must buy” discriminates 
against stations which are not on 
the “must buy” lists, he said, and 
forces advertisers to conform to 
patterns which may not fit their 
individual needs. A minimum dol- 
lar purchase rule would serve the 
legitimate need of the network, 
but still leave the advertiser free 
to select the tv coverage which is 
best suited to his need, he said. 

He charged that existing “must 
buy” policies prevent advertisers 
from using independent stations 
in a competitive market even 
though the independent may of- 
fer a more favorable rate and 
time period. 


® “As a condition to getting on 
CBS or NBC so as to clear Boston, 
St. Louis and Providence,” he 
noted, “the advertiser is required 
to buy KNXT or KRCA in Los 
Angeles and to buy KOIN-TV 
or KPTV, Portland (to the exclu- 
sion of KLOR). 

“In other words the independ- 
ent station in a four-station mar- 
ket which wants to compete with 
the network-owned or affiliated 
stations there, finds that it loses 
business to its competitors not 
necessarily because the latter can 
point to superior performances or 
more attractive rates but simply 
because that station is tied to 
others in markets where no non- 
network station exists to provide 
such competition. 

“It is in this situation that the 
analogy is sharpest to the master 
agreements which were used in 
the motion picture industry until 
they were held to violate the 
anti-trust laws.” 


@ The fact that no advertiser has 
come before the committee to 
complain about “must buy” is not 
a consideration, Mr. Cox wrote. 

“If ‘must buy’ were eliminated 
it is highly probable that most 
advertisers would continue to buy 
most, if not all, of the ‘must buy’ 
stations, but this would be done 
on a voluntary rather than a com- 
pulsory basis. If it is argued that 
the present minimum has no coer- 
cive effect, then it has no purpose 
either.” 

Television is such a vital me- 
dium of advertising, Mr. Cox 
wrote, that no class of business 
should be excluded from reason- 
able access to it, otherwise it 
would serve to aggravate the 
trend toward business concentra- 


der way with the dramatic testi-|tion with increasing elimination 


The man of vision 


Top art—Tom Ross, art director of 


Devoted Reader” 
Ketchum, MacLeod & Grove, Pitts- 


burgh, created the backyard gardener, and Vincent J. Pelosi, art di- 

rector of J. M. Kesslinger & Associates, Newark, executed the hun- 

gry lion. Both won $500 first prizes in Time’s contest to uncover ver- 
sions of typical readers of the magazine. 


of small local business in favor 
of large national firms. 


s National spot or daytime pe- 
riods may be available for smaller 
advertisers, Mr. Cox said, but the 
decision to use national spot 
should be a voluntary one, in- 
stead of a choice dictated by the 
fact that the alternative of spons- 
oring a program is not available. 

“Every advertiser—national, re- 
gional or local; small, medium- 
size or large—should have a free 
choice among the possible uses 
of television. That is to say he 
should be able to buy spot an- 
nouncements, or buy participa- 
tions in a program or buy spon- 
sorship of a program series of his 
own.” 


® The report says networks are 
entitled to set themselves up as 
national advertising facilities ca- 
tering only to companies with dis- 
tribution throughout the country 
—so long as they do not blanket 
the best viewing hours with pro- 
grams extolling the products of 
their national clients to the ex- 
clusion of local business men. 

Having chosen to operate at this 
level, it would seem they have a 
right to charge a user enough to 
sustain the quality of their pro- 
grams and to carry these pro- 
grams to a truly national au- 
dience. 

The use of a minimum charge 
instead of “must buy” would sus- 
tain the public service and pro- 
duction expenses and prevent the 
atomization of the network, Mr. 
Cox argued, “and would lead to 
wider dispersion of the network’s 
program service since the adver- 
tiser would seek maximum cir- 
culation at a minimum cost per 
1,000—but with a certain leeway 
to fit his own marketing needs 
which is missing under the exist- 
ing system.” 


® He visualized a situation where 
the advertiser might buy network 
stations in some markets, add in- 
dependents in others where more 
favorable terms were available, 
thus building his own combina- 
tion of network and national spot 
coverage to achieve the pattern 
best suited to his distribution. 

This kind of arrangement would 
permit all stations to compete for 
the advertiser’s budget, he ar- 
gued, rather than automatically 
earmarking a large part of it for a 
predetermined list of selected sta- 
tions. 

At several points in the report, 
Mr. Cox belittles the argument of 
the network presidents who con- 
tended option time is necessary 
to prevent the erosion of their 
networks. 


® Following closely the position 
taken by Mr. Moore, the com- 
mittee’s counsel said analysis of 
the record shows this erosion 
takes place only where weak net- 


work programs, shorn of their ar- 
tificial advantages, could not meet 
the competititon of independent 
programs in terms of quality. 

“It is axiomatic,” Mr. Cox 
wrote, “that no program should 
win acceptance except on the ba- 
sis of its own merit. If in such 
equal competition the network 
program is rejected, then to that 
extent there may be erosion. 

“But the anti-trust laws do not 
permit the erection of shields 
against the impact of competition. 
Devices intended to soften the 
rigors of competition are not sanc- 
tioned in other fields, and no rea- 
son is suggested for the applica- 
tion of a different policy in the 
broadcasting industry. 

“On the contrary, there are spe- 
cial reasons for encouraging the 
free play of competition in the tre- 
mendously important area of com- 
munications. 


s “The only means by which the 
networks can be permitted to 
shield themselves from erosion is 
through the production of better 
and better programs.” 

Mr. Cox said the natural part- 
nership between networks and af- 
filiates might be enough to assure 
clearance advantages for net- 
works even if option time were 
eliminated. But he explained, “no 
one proposes any guaranteed mar- 
ket for film producers. It is merely 


least, of the best time periods.” 

He argued, “If the independent 
film producer cannot improve his 
position under such conditions, he 
will at least have been beaten by 
a superior product and not by 
restrictive practices imposed by 
his competitors.” 

The report emphasizes: “When 
any business interest contends its 
service is so charged with the 
public interest that it must be 
preserved, and that this requires 
protection against competition 
from others, it is getting perilous- 
ly close to seeking a status which 
can be granted only subject to 
rigid governmental regulations, 
and when it is claimed that this 
preferred position should be rec- 
ognized because of investments 
made and risks taken, then the 
regulation required normally in- 
cludes a close control over rates. 


= “In other words,” the report 
explained, “if the networks need 
the benefits of restriction ar- 
rangements and a high degree of 
market power, then they must be 
subjected to close and careful 
regulation. No one has any desire 
to see our communications sys- 
tem subjected to any such de- 
tailed regulations, since everyone 
is convinced that it can serve the 
public and its own interests much 
better if it follows the normal 
|competitive pattern so fundamen- 
|tal to our whole economic sys- 
|tem.” # 


suggested that they be given a| 
chance to compete in some, at) 


Jergens Reduces 
Field in Search 
for New Agency 


Offer of Orr Agency 
Purchase Is Confirmed 
by Cincinnati Agency 


New York, June 28—The An- 
drew Jergens Co. has moved into 
a “second phase” in the selection 
of an advertising agency to suc- 
ceed Robert W. Orr & Associates. 

Joseph D. Nelson Jr., president 
of Stockton, West, Burkhart, Cin- 
cinnati, told Apvertistnc AGE to- 
day that he and William Haus- 
berg, vp in charge of Jergens ad- 
vertising, have talked to well over 
20 agencies and “we have done all 
the initial screening.” 

Within a week, he continued, 
they hoped to narrow the list 
down to four or five agencies 
which will be examined further. 
The selection of an agency, he 
said, was being done entirely by 
him and Mr. Hausberg. 


# Asked about the status of Eldon 
Sullivan, Jergens account man at 
Robert Orr, Mr. Nelson said that 
Mr. Sullivan was not taking part 
in the selection but when a new 
agency is found “I’m hopeful that 
he will fit into servicing the ac- 
count in one way or another.” 

The Cincinnati agency presi- 
dent, who is the son of Jergens’ 
exec vp and treasurer, also con- 
firmed reports that Robert Orr & 
Associates had been offered for 
sale to Stockton, West, Burkhart 
prior to the announcement that 
Jergens was leaving. He said the 
offer was rejected because “we 
wanted to remain here.” 

Stockton, West, Burkhart han- 
dles facial cleanser and new prod- 
ucts for Jergens, reportedly worth 
some $300,000 in billings. The 
agency itself bills in the neigh- 
borhood of $5,000,000, according 
to Mr. Nelson. 


s Don E. West, formerly exec vp 
of Robert W. Orr 
& Associates, has 
joined Donahue & 
Coe, New York, 
in the new post 
of vp, director 
of merchandising. 
Before joining 
Orr, he was vp in 
charge of mar- 
keting of Rock- 
wood & Co. and 
director of mer- 
chandising of 
Ogilvy, Benson & Mather. + 


Don E. West 


State Fair Offers Awards 

The California State Fair & Ex- 
position will honor the state’s ad- 
vertising industry for the first 
time this year by presenting six 
awards at its fifth annual press- 
radio-tvy banquet, Aug. 31. The 
competition is co-sponsored by 
the Sacramento Advertising & 
Sales Club as an activity of its 
50th anniversary. Forms and reg- 
ulations may be obtained from 
John Z. Ickes, P. O. Box 2036, 
Sacramento. Deadline for entries 
is July 26. 


Kodak Backs Ed Sullivan 
Eastman Kodak Co. has an- 
nounced it will sponsor the Ed Sul- 
livan CBS tv show on alternate 
Sundays beginning Oct. 6, as indi- 
cated by ApDverTIsSING AcE last 
week. The Mercury division of 
Ford Motor Co. continues as the 
other sponsor. Kodak will also 


continue sponsorship of “The Ad- 
ventures of Ozzie and Harriet” 
(ABC-TV). J. Walter Thompson 
Co. is Kodak’s agency. 
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THe ADVERTISING MARKET PLACE 


Rates: $1.25 per line, minimum charge $5.00. Cash with order. Figure all cap 


lines (maximum—two) 30 letters and 


spaces per line; upper & lower case 40 


per line. Add two lines for box number. Closing deadline: Copy in written form 
in Chicago office no later than noon, Wednesday 5 days preceding publication 
date. Display classified takes card rate of $16.50 per column inch, and card dis- 
counts, size and frequency apply. 


NOTICE 


Due to the July 4 Holiday, the 
deadline for all classified & dis- 
play ads for the July 8 issue will 
be Noon, Tuesday July 2, 1957. 


HELP WANTED 
ADVTG. PROMOTION SUPERVISOR 
FOR 400,000 DAILY, 300,000 
SUNDAY NEWSPAPER 
We are searching for a man experienced 
in creative newspaper advertising to 
head the advertising promotion section 
of our Central Promotion Department. 
He must be able to prepare and super- 
vise preparation of sales presentations 
and brochures, real good copy and pro- 
duce good layout ideas in rough form. 
He will supervise two other persons in 
the section, and will have assistance 
from the art and clerical sections. For 
the right man, our 400,000 daily, 300,000 
Sunday newspapers afford an excellent 
opportunity. Mid-west location. Write 
fully, include salary requirements to: 
Box 9694, ADVERTISING AGE 
200 E. Tilinois St., Chicago 11, Dlinois 


MOLENE 
GRINS OD ceceernsettnceserevecescesecessenee Public Relations 
COPY WETS 2.00... cccccccerereee Advtg. Managers 
Artists ...... Media Production ..... Service 


“all is grist which comes to our mill” 
Andover 3 4424-105 W. Adams St.-Chgo. 3 


ARTIST WANTED 
Young man with good background in 
keyline paste up and general production 
know-how. Excellent opportunity to 
work into design if interested. 
Box 9693, ADVERTISING AGE 
200 E. Mlinois St., Chicago 11, Illinois 
PRODUCT MANAGER. To introduce new 
product for an established leader in the 
writing instrument field. Requires a col- 
lege degree in Marketing with total of 10 
years experience in marketing, sales re- 
search and sales promotion. Will have 
complete responsibility for all phases of 
marketing, including packaging, selling, 
advertising and sales promotion. Starting 
salary commensurate with background 
and experience. Future unlimited for the 
right man. Please write complete details, 
including salary history. 
Box 9713, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
ADVERTISING & PUBLISHING 
FOR ALL TYPES OF PLACEMENTS 
GEORGE WILLIAMS — PLACEMENTS 
200 Se. State St.. Ha 7-1991 Chicago 
WANTED AS SECRETARY: 
Not a doll sans savvy. Intelligent, edu- 
cated, experienced, personable, diligent 
and industrious. One who is skilled 
and proud of her profession. A gal to 
whom speed, accuracy, order and neat- 
ness are second nature and who enjoys 
accomplishment and a job well done. All 
this for an officer of a small Michigan 
Avenue advertising agency where inter- 
esting things are being done. 
Box 9714, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
P.S. Must speak, write and understand 
English. 


BOSTON 
WASHINGTON 
BALTIMORE 

Space & mail list reps for growing pro- 

fessional directory. Generous commis- 

sions. Short annual sales season. 75% re- 
newals. 
Legal Register Publishing Co. 

1025 Vermont Avenue Washington 5 D.C. 
EXECUTIVE & CLERICAL 
EXPERIENCED & TRAINEE 

Publishers Employment 
469 E. Ohio St., Chgo. Su 7-2255 


AVERAGE PAID CIRCULATION FOR 
6 MONTHS ENDING DEC. 31, 1956 


in | 


36,916 


| POSITIONS WANTED 


REPRESENTATIVES WANTED 
New Method of Full Color Printing 
With Transparent Inks, Low Cost-Beauti- 
ful Color-Fast Service. Short run cata- 
logues our specialty. Skokie Colorgraph, 
Inc., Morton Grove, Ill. ORchard 4-7400— 
Representatives Wanted. 


ADV. REPS. WANTED 
For all areas for 2 top grade trade mags 
serving retail lumber & Bldg. matl. in- 
dustry. Send all details, states covered, 


etc., to: 

NORTHWESTERN LUMBERMENS ASSN. 
1013 - 4th Ave., So. Minneapolis, Minn. 
Publisher's Rep wanted: A leading es- 
tablished trade magazine with specialty 
distribution selling space to national ad- 


COPYWRITER — 10 YEARS EXP. 


| Wants challenging position. Young (35), 
| creative. Experience includes: Copy (top 
accts., top NY 4A agencies), Advt.-Sales 


Box 9715, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED FARM HAND 
Seeks responsible position with top mid- 
west agency. Age 31, farm background, 
Ag. degree. 6 yrs. copywriting, contact, 
account exec. Seed, Feed, Equipment, 
Chemicals acct’s. 
Box 9716, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED INDUSTRIAL 
SPACE SALESMAN 
Presently employed; proven ability to 
produce; well-acquainted with agencies 
and industrial accounts Eastern territory. 
Box 9717, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
Art Dir. artist P.O.P litho displays fresh 
ideas visuals constructions. Looking for 
an opportunity. 
Box 9719, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 
PUBLISHER'S REPRESENTATIVE 
Experienced advertising space represen- 
tative, with successful sales record, and 
excellent agency and industrial contacts 
in Ohio, Detroit and Pittsburgh. 
Box 9718, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
EXPERIENCED SPACE SALESMAN 
Mature, aggressive. Qualified by success- 
ful experience and proven record seeks 
connection with established technical or 
Industrial mag. Have covered eastern, 
southern and mid-west areas. 
Box 9720, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


CONSUMER 
FINANCE 


account executive 


4-A advertising agency in the $5- to 
$10-million billing bracket is look- 
ing for the right man to handle one 
of America’s fastest-growing con- 
sumer finance companies. 

WHAT KIND OF MAN? He might 
now be an ad manager with a bank 
or finance company; ready to take 
on a challenge with bright future 
prospects. Or, he might be with an 
agency; an assistant account exec- 
utive all set for the No. 1 slot. 
WHAT KIND OF SHOP? We wear 
a famous, old name and bright, 
young faces. We're fully departmen- 
talized but not at all stuffy about it. 
We're midwestern but not Chicago— 
citified but with suburbs just min- 
utes away from work. Our state is 
among the leading vacationlands— 
ours to enjoy 12 months a year, not 
just two weeks at a time. We have 
profit-sharing, insurance plans and 
other benefits—plus a friendly ‘‘first- 
name” attitude top to bottom. 
THINK YOU'RE IT? Drop us a line, 
telling about yourself. Salary open. 

BOX 653 ADVERTISING AGE 

200 E. Illinois St., Chicago 11, Illinois 


vertisers of all retail items. Coverage 
wanted in Chicago and region including 
Illinois, Indiana, Ohio, Michigan, Minne- 
sota, Wisconsin, Iowa, Missouri, Kansas, 


Prom. Mgr. (‘major industry), Sales Kentucky. Contact with manufacturers 
Prom., AE. & Writer (network). Will | through saturation travel a must. Gross 
relocate. billing in this territory now in excess of 


$75,000.00 annually. 
Box 9695, ADVERTISING AGE 
480 Lexington Ave., New York 17, N.Y. 


BUSINESS OPPORTUNITIES 


Reference annual in electronics field. 
Sells for $50.00 a copy. Wonderful poten- 
tial for publisher or printer. $30,000 tax 
loss. 
Box 9709, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Illinois 
TRADE PUBLICATION 

for sale. Old established, profitable, hard 
goods, monthly. Also another, newer, 
profitable, bi-monthly, hard goods. C. K. 
Feinberg, broker, Box 1036, Newark N.J. 
Principals only. 


OWNER OF 2 SUCCESSFUL MAGA- 
ZINES IN THE BLDG. INDUSTRY DE- 
SIRES TO JOIN WITH LARGE PUB- 
LISHER. Owner, (not a Corp.) had $30,- 
000 profit last year. Large publisher with 
proper sales and promotion staff could 
double profits in one year. Prefers to 
continue with papers but will consider 
sale. 
Box 9721, ADVERTISING AGE 

480 Lexington Ave., 


MISCELLANEOUS 


Premium and Advertising Merchandise 
manufactured in Germany. Interested in 
the new and different at low cost? Write 


Epstein, 1700 East 55th Street, Chicago 15, 
Illinois. 


Banker’s Credit Card solves credit 
convenience. Only $1. H. R. Greenfield, 
363 Altamont Ave., Schenectady, N.Y. 


r 
ADVERTISING 
BRAND MANAGER 


THE TON! COMPANY, Chicago, has 
a vacancy in its Brand Promotion 
and Advertising Department for a 
Brand Manager. 

Ideally, this person would be be- 
tween 27 and 35, and have had 
broad agency or national advertiser 
(5 to 10 years) experience surround. 
ing the marketing of consumer 
items sold in food or drug stores. 


Furnish resume of experience and 

salary required in first letter. All 

replies held in strictest confidence. 
WRITE P. JERNBERG 


THE TONI CO. 


440 Merchandise Mart 
Chicago 54, Illinois 


\ y 


CANADA 


TO U. S. AGENCIES 
ADVERTISING IN CANADA 
In Canada the man to see for 
transcribed “spot” advertising is 

RUSTY. DAVIS 
Original and effective jingles 
written and produced for T.V. 
and Radio. 

Write or call, 
Rusty Davis, 1800 Mac Gregor, 
— 101, Montreal, GLenview 
8222. 


Our 46th Year 


COPY SUPERVISOR ............ $16-1 

ip ME nc ancccorccscoenecss $12-15M 
COPYWRITER who can do his 

wn sales-story thinking .... 12-14M 


oO’ 
ART DIRECTO 12-13M 
AD 


Consumer div. of big co 
FINISH ARTIST (with layout 
sense) able to become Art. Dir.. .$8-9M 


GLADER CORPORATION 


Don Harris, Dir. Adv 
rborn 


Div. 
110 S. Dearbo CE 6-5353 Chicago 


Electronics manufacturer needs 
experienced and versatile adver- 
tising manager who can own 
boss. Good pay, fine opportunity 
with large firm which is growing 
fast. Located in Chicago suburb. 
Box 659 ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


New York 17, N.Y.| 


PUBLICITY DIRECTOR 


Your future is what you make it with 
established Central New York advertising 
and publicity agency. Need aggressive, ex- 
perienced man to operate and expand 
publicity department. Must have industrial 
editorial contacts and industrial writing 
background. Substantial starting salary 
immediate. Send resume to 
BOX 654 ADVERTISING AGE 

480 Lexington Ave., New York 17, N. Y. 


specifying use and price range to Herbert | 


Establish Credit Anywhere. Our approved | 
in- | 


CALIFORNIA AGENCY 
NEEDS PARTNER 


$500,000 billing. Substantial increase in 
sight. Rewarding opportunity for man 
in 30's having solid agency experience 

real earning record. Character & 
performance references subject to close 
mutual scrutiny. $12,000 cash investment. 
Box 657 Advertising Age, 200 E. Illinois 
St., Chicago 11, Ill 


TODAY'S LINE-UP! 


ACCOUNT EXECUTIVE......... Te $20,000 
Metal working products—good copy 
ACCOUNT EXECUTIVE......... To $20,000 


Packaged goods & consumer durables 


ASS'T. ACC’T. EXECUTIVE..... To $11,000 
Automotive parts B/G 
ADVERTISING MGR. ............ $10,000 
For well-known eastern newspaper 
MEDIA DIRECTOR 
B/G in print & radio-TV southern 
agency 
MARKET RESEARCH SUPERVISOR. $10,000 
B/G in Industrial Products 
EMPLOYEE COMMUNICATIONS WRITER 
B/G in inter-company publications $6,500 
For Confidential Representation, Contact— 
George E. Pyikas 
Executive Advertising Consultant 
CADILLAC ASSOCIATES, INC. 
220 S. State St. - Chicago + WA 2-4800 


TWO GREAT 
OPPORTUNITIES 


zine has opening in 


rent photograph. 


200 E. Illinois St., 


ATTRACTIVE OPENING 
FOR AMBITIOUS, YOUNG 


SPACE SALESMAN 


Age 28 to 35. National trade maga- 


Excellent starting salary, plus expenses. 
Two to four month training period. 


Requires extensive traveling for a 
period of two to four months. 


Send complete information and cur- 


Box #655, Advertising Age 


its New York office. 


Chicago 11, Illinois 


WITH BOOMING 
AGENCY 


Well established agency in medium- 
sized midwest city has healthy 
growing pains. Billings for 57 will 
double '56. Need two men to grow 
with us... 

COPYWRITER for a wide variety 
of interesting consumer, agricultural 
and industrial accounts. Would like 
him to be young, married, and have 
3 to 5 years’ experience, but we'll 
make exception if qualifications 
warrant. 

PRODUCTION MAN (young) who 
has a good understanding and work- 
ing knowledge of the graphic arts. 
If good enough, he can start as 
production manager (present man- 
ager ready for advancement) 

or he can work up to that position 
in a very short time. 

Both jobs offer excellent opportu- 
nities. Salaries open; we'll pay what 
you're worth! Our city is ideally 
located . . . just 2 to 3 hours from 
three metropolitan centers. Wonder- 
ful living conditions (never more 
than ten minutes from office); uni- 
versity offers many educational and 
sports activities; perfect place to 
raise a family. If you feel qualified 
for either job, write us today. Re- 
plies held in strict confidence. 


BOX 656, ADVERTISING AGE 
200 E. Illinois St., Chicago 11, Ill. 


ADVERTISING 
PROOFREADER 


Philadelphia pharmaceutical manu- 
facturer requires proofreader with 
one or two years’ experience. College 
graduate. Minimum salary $87. Pleas- 
ant working conditions and liberal 
benefits. Send resume of education 
and experience. 


BOX 643 ADVERTISING AGE 
480 Lexington Ave., New York 17, N. Y. 


The Midwest's 
bet. Ai } 
service for Adv.-Art & 

allied fields. 

By appointment only 
59 E. MADISON ~ SUITE 1417 
CHICAGO 2, ILL. 
CEntral 6-5670 


MAGAZINES WANTED 


WE ARE INTERESTED 
IN ACQUIRING 
MAGAZINE PROPERTIES 


BUSINESS * DIRECTORIES 
NEWSSTAND * CONSUMER 
CATALOGUE 


ALL REPLIES STRICTLY 
CONFIDENTIAL 
B. G. DAVIS, PRES. 
c/o ZIFF-DAVIS PUBLISHING CO. 
366 MADISON AVENUE 
NEW YORK 17, N. Y. 


Advertising Age, July 1, 1957 


COPY-CONTACT 
TALENT 


Satisfy your appetite for getting 
ahead. Here’s an agency that’s 
moving fast and getting some- 
where. If you have demonstrated 
ability, thoroughly understand 
hard goods marketing—you 
ought to meet and talk with our 
people .. . to visit our modern 
offices and survey this delight- 
ful city. You'll find all the bene- 
fits you want, all the future you 
need—all the living your family 
hopes for. Call or write prompt- 
ly. 


THE BRADY COMPANY 


Appleton, Wisconsin 
REgent 4-5743 


YOUR CLASSIFIED 
AD HERE 
WILL GET RESULTS 


] 


J 


of Ad men, for Ad men... by an Ad man 
who has worked in all the jobs himself 
for over 20 years 


333 NORTH MICHIGAN AVENUE - CHICAGO 
FRanklin 2-3280 


We have a national client desir- 
ing versatile advertising manager. 
Excellent opportunity, good start- 
ing salary, great future for right 
man. Contact Mr. Rodkin, Sander 
Rodkin Advertising Agency, Del- 
aware 7-0300, Chicago. 


PUBLIC RELATIONS DIRECTOR 


Public Relations Department head re- 
quired, preferably with experience in the 
travel field. Ability to create and direct 
strong nation-wide publicity campaign 
in all media. Accustomed to top execu- 
tive responsibility Excellent career 
opportunity for qualified applicant. Salary 


‘BOX 658, ADVERTISING AGE 


480 Lexington Ave., New York 17, N.Y. 


Fine, Fast, Fairly Priced Photography 


pics 


Photographers 


DEARBORN 2-1062 


187 N. LASALLE, CHICAGO «= ILLINOIS 
PUBLICITY COMMERCIAL 
CONVENTION INDUSTRIAL 


DRAKE PERSONNEL 


Confidential—Rapid—N ationwide 


MEDIA DIRECTOR ....... $10-12,000 
Southern ency billing over 
$4,000,000. Fine opportunity for 
capable administrator, solid ex- 
perience in print and broadcast 
media. 

MARKET RESEARCH MGR. $12,000 plus 
To age 40. Consumer and indus- 
trial experience. Full responsibil- 
ity for dept. 


TV COORDINATOR ...... $8-10,000 
To age 33. Midwest Mfr. has fine 
opportunity for top level man 
with sales bkgd. and experience 
in TV writing or production. 


B. L. CLEM 
220 S. State + Chicago + HA 7-8600 
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Advertising Can Help Build Pacific 
_ Economy, Ayer'’s Shelly Tells AAW 


(Continued from Page 3) the lands joined by the Pacific 
j ments to make the necessary|Ocean is also an essential step in 
' surveys and studies of the oppor-| removing the causes of all-out war, 


tunities within their boundaries for 
foreign investment and trade?” 

In promoting the area, Mr. 
Shelly paid tribute to United Air 
Lines, Pan American Airlines, 
Japanese Airlines and other com- 
panies currently carrying on ad 
campaigns helping to develop the 
entire Pacific. 

“The main problem at this time 
is to develop information, create 
ideas, and transmit them to all the 
countries of the Pacific,” he added, 
pointing out that advertising can 
help achieve this end. 


® Almost no one seems to be 
thinking of the Pacific as a geo- 
graphic unit, he stated, and of its 
potential future as an economic 
unit. No one is spotlighting many 
of the area’s problems and bringing 
them to the attention of the Pacif- 
ic people. No organized method of 
mass communication exists to 
transmit such ideas, he added. 

“Is this too big a job for adver- 
tising to tackle?” the 


other hand one does not ask a 
spark plug to do the whole job of 
running an engine. A spark plug 
is expected to produce a series of 
electrical impulses which an engine 
uses to ignite its fuel.” 

In discussing the rich, untapped 
economic potential of the Pacific, 
Mr. Shelly used Hawaii as an ex- 
ample of what can happen when an 
area is developed properly. In a 
short time, Hawaii has become the 
supplier of one-seventh of the 
sugar needs of the U.S., with a crop 
valued at $145,000,000 in 1955, he 
said. 

Hawaii produces 80% of the 
world’s pineapple, with a value in 
1955 of $108,000,000. The tourist 
business in the islands last year 
brought in $66,000,000. Progress is 
also being made in the manufac- 
ture of clothing, and in the com- 
mercial growing of Kona coffee, 
macadamia nuts, tropical flowers 
and plants and tropical fruits and 
foods, he said. 


s The economic development of 


What’s 
Happening to 
Sponsored Films? 


In the July issue of ADVERTISING 
REQUIREMENTS, an AR editor 
covers the 4th American Film As- 
sembly and brings you an important 
report on the winners of the Golden 
Reel Competition, the discussions 
among sponsors and producers on 
what’s happening, and the possibili- 
ties of this exciting medium. 

You'll also find a special roundup 
of the major items t have been 
introduced in the past year and a 
half. 

It’s a typical AR roundup story 
that gives you new ideas for im- 
proving your techniques and tells 
you where you can get the equip- 
ment you need. 

AR covers everything an adman 
must do except buy time or space. 

Clip this ad, attach $3 to your let- 
terhead for a year’s (12 issues) trial 
beginning with the July issue. 
Money-back guarantee of complete 
satisfaction. 


Advertising Requirements 
The Workbook of Advertising 
Management 
200 E. Illinois St., Chicago 11 


speaker | 
asked. “Jt is of course too big for | 
advertising to do alone, but on the 


Mr. Shelly said. He described 


| Russia and Red China as “the most | 


| ruthless exploiters in the history of 
imperialism” and warned that a 


today in the Pacific. 

Russia and Red China will try 
to fill the power vacuum as long 
as it exists, and added that the ec- 
onomic development of the Pacific 
nations would reduce much of the 
power that is held by the Commu- 
nist nations. The economic join- 
ing of the Pacific lands could 
center about Hawaii, which is the 
crossroads to the area, he added. # 


Should you call about a particular job in our plant, you'll 
always find someone ready, willing and able to help you. 
Reliable customers never hear “he’s out” or “we'll call 
hack.” Job information is quickly, efficiently handled — 
always! 


dangerous power vacuum exists | 


DAY AND NIGHT SERVICE 


RELIABLE 
etchcraft corp. 


315 W. Erie Street, Chicago 10, Illinois 
Telephone: DElaware 7-0033 


| 
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It pays to cross 
the Delaware 


a actin. einen 


There are two 


And there are two sides to the 


Represented nationally by GEORGE A. McDEVITT CO., INC. 


Cartoon idea contributed by James A. Gordon, H. J. Heinz Co., Pittsburgh 


DELAWARE VALLEY 


Whatever the size of your Delaware Valley advertising budget, 


your main concern is getting your promotional money's worth. 
And this calls for a clear understanding of the market. 


You must understand, for example, that the Valley is two markets 
—not just one. East of the Delaware River lies a market virtually 
independent of the area to the west. Here, where “‘all buying and 
selling are local,” you need key local newspapers to achieve 
saturation coverage with your sales message. You need the 
CAMDEN COURIER-POST and the TRENTON TIMES. 


CAMDEN COURIER-POST 


Established 1875 


TRENTON TIMES 


Established 1883 


New York Chicago @ Philadelphia @ Pittsburgh © Detroit Los Angeles 
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Johnston Cool 
to Zone Sorting 


by Mail Users 


(Continued from Page 1) 
ate fully with our group to the end 
that savings can be achieved with- 
out causing hardships to individual 
mailers and the department itself.” 


The threat of a drastic curtail-| 
ment in service which had been | 


threatened unless the department 
was assured of receiving additional 
money by July 1 disappeared this 
week as the House and Senate ap- 
proved a supplemental appropri- 
ation. bill providing virtually 
everything which Postmaster Gen- 
eral Arthur Summerfield had 
asked. 

The bill boosts the department’s 
total working funds for the new 
year by $133,000,000 to a total of 
$3,325,000,000. While this is still 
$16,500,000 less than Mr. Summer- 
field requested, the $133,000,000 
supplemental sum was approved 
after members of the House ap- 
propriations committee said Mr. 
Summerfield believes normal serv- 
ice can be supported throughout 
the new fiscal year on the amount 
the House has provided. 


s The impending battle over zon- | 


ing rules for bulk mailings of sec- 
ond and third class is a direct 
result of the pressure from the 
appropriations committee for the 
department to reduce its operating 
costs. 

In its report approving the $133,- 
000,000 supplemental amount, the 
committee noted that the depart- 
ment might save $5,000,000 a year 
if bulk mailers were required to 
bundle their mail according to the 
city carrier zone of destination. 
In their report—and in floor de- 
bate Monday—committee members 
said they failed to understand why 
the department has hesitated to 
require zoning. 

In the face of this instruction 
from the House appropriations 
committee, postal officials were 
hard at work during the week 
drafting a compulsory zoning rule. 
Reportedly the proposed rule is 
already in final shape, with the 
possibility that it will be issued 
this weekend or early next week. 


# While proposals to require zon- 
ing by bulk mailers have been dis- 
cussed in the past, the department 
has never advocated them. Dur- 


ing testimony before the House! 


appropriations committee earlier 
this month, Deputy Postmaster 
General Maurice Stans said the 
zoning rule “is obviously a with- 
drawal of service to the mailer, in 
the sense that it is asking him to do 
more than he did before to send his 
mail.” 

During House debate Monday, 
Rep. Vaughn Gary (D., Va.), 
chairman of the appropriations 
subcommittee handling postal 
funds, argued the zoning rule is 
justified even if it does force mail- 
ers to absorb substantial costs. “In 
itself it would result in consider- 
ble savings to the department,” he 
said, “and it is entirely in conform- 
ity with the low rate the users 
are paying.” 


s The split within Congress came 
to light yesterday when the Senate 
passed the $133,000,000 supple- 
mental appropriation without reg- 
istering support for the zoning rule. 

During floor discussion, Sen. 
Johnston stood up to note the Sen- 
ate withheld its support for the 


zoning rule because there is no rea-| 


son to assume such a regulation 
could be made to work. He said it 
might even be necessary for the 


As an indication of the problems 
that might arise from the intro- 
duction of such a rule, he said 
zone boundaries are constantly 
being changed. “A year ago,” he 
said, “our committee learned the 
postmaster in San Francisco had 
entirely abandoned the zone sys- 
tem. Mailers would find it almost 
impossible to keep abreast of the 
shifting zone numbers.” 
acknowledge 


® Postal officials 


‘that the introduction of a zoning 


rule would force mailers to review 
their mailing lists and introduce 
new mailing procedures. They say 
the zoning rule could not possibly 
be fully effective during the new 
fiscal year beginning July 1, but 
they indicate there will not be any 
delay in getting the transition to 
zoned mailing under way. 

The regulation now under con- 
sideration is expected to specify 
that after a certain date all mail 
at bulk rate to the 106 cities with 
zone systems must be delivered to 
the post office in bundles separated 
by carrier zone. 

While the regulation would be- 
come effective in the near future, 
the plan calls for “humane” 
administration, giving individual 
mailers a “reasonable” amount of 
time to go through the time-con- 
suming job of zoning their lists. 


® The rule would apply to all pub- 
lishers mailing at second class zone 
rates and to all mailers using third 
class bulk permits. In practice it 
would probably apply to fewer 
than half of the 25,000 holders of 
second class permits, since many of 
these are weekly newspapers and 
other local periodicals which do 
not come under zone rates. There is 
no accurate estimate of the number 
of third class mailers involved, but 
it is believed more than 250,000, 
mailing nearly 15 billion pieces. 
From best available information, 
the zoning rule will be based on the 


|rules already in existence requir- 
|ing bulk mailers to sort their mail 
| by city of destination. Under these 
| rules, separate bundles are re- 
| quired for each destination involv- 
ing five pieces of second class mail 
lor 10 pieces of third class. 


| Presumably the zoning rule will 
| require individual zone bundles for 
each zone and destination point if 
five or more second class pieces or 
10 third class pieces are involved. 

Officials emphasize they are 
fully aware of the enormous task 
that will be faced by mailing list 
organizations and by mailers who 
must revise their mailing lists to 
provide zone information and sorts. 

The burden is expected to be 
particularly heavy on big magazine 
publishers, who have to obtain zone 
numbers for urban subscribers in 
each of the 106 zoned cities. Re- 
portedly the department is consid- 
ering a special publicity campaign 
to help the publishers obtain coop- 
eration from subscribers. 


® Meanwhile, the department’s 
drive to balance its budget made 
little progress, and even lost 
ground, this week. After weeks of 
delay, the House rules committee 
still hasn’t cleared the $520,000,000 
rate bill for floor debate, although 
there are predictions it will be 
passed shortly after July 4. Be- 
cause of the long delay in the rules 
committee, there will be little time 
to force the bill through a reluc- 
tant Senate post office committee. 
On the other hand, the House 
post office committee today agreed 
jon a $526 pay hike for the 518,080 
postal employes, despite strong op- 
| position from the administration. 
| While Congress ultimately may 
|be induced to pass a combination 
jrate and pay bill, the pay hikes 
now approved by the Senate and 
House post office committees 
would use up between $300,000,000 
and $350,000,000 and would more 
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FORDMAN—Walker Williams, dealer relations vp of Ford Motor Co., 
addresses the American Marketing Assn. meeting in Detroit. On the 
right is Kenneth Wilson, of Michigan State University. 


fight series will be affected by the 
International Boxing Club’s anti- 
trust difficulties—if at all—re- 
mains to be seen. 

It’s hazardous to make a predic- 
tion until the IBC’s lawyers indi- 
cate something of what action tv’s 
top boxing promoter intends to 
take next. No hints can be expect- 
ed from them until Federal Judge 
Sylvester F. Ryan hands down his 
formal decision on Monday (July 
1). 

At that time the judge will spell 
out the procedure for carrying out 


IBC of New York and Illinois. 


® This week the judge outlined 
the principal points to be covered 
in his formal order in the govern- 
ment’s anti-trust action against 
boxing’s most powerful interests. 
These are still subject to legal 
clarifications but they include the 
following specifications: 


1, Promoters James D. Norris Jr. 
and Arthur M. Wirtz must sell 
their financial interest in Madison 
Square Garden and resign their 
positions with that corporation. 


2. Complete divorcement of the 
boxing activities of Madison 
Square Garden and the Chicago 
Stadium, both of which will be 


| Tenney Elected to 


‘McGraw-Hill Board 


New YorkK, June 26—George C. 
Tenney, vp of McGraw-Hill Pub- 
|lishing Co. and president of the 

McGraw-Hill Co. of California, 
| was elected to the board of the par- 
| ent company here today. 
| Mr. Tenney will continue his ex- 
| ecutive responsibilities on the West 
Coast and, in ad- 
dition, will assist 
Donald C. Mc- 
Graw, president, 
in an executive 
staff capacity. 

Associated with 
McGraw-Hill 
since 1921, Mr. 
Tenney has been 
editor and pub- 
lisher of Electri- 
cal West since 
1930 and presi- 
dent of the company’s California 
subsidiary since 1942. He was 
named vp and manager of the com- 
pany’s Pacific sales district, en- 
compassing San Francisco and Los 
Angeles, in 1946. 

A native of Utah, Mr. Tenney 
was graduated from the University 
of California. Before joining Mc- 
Graw-Hill he was a reporter on the 
San Francisco Chronicle. 

He is a former vp of the Amer- 
ican Institute of Electrical Engi- 
neers and the San Francisco Cham- 
ber of Commerce, a past president 
jof the Pacific Coast Electrical 
| Assn. and a member of the Engi- 


| 


department to set up a special than offset the additional revenue|meers’ Club and the Bohemian 


division to enforce the rule. 


contemplated from the 4¢ letter. + 


Club of San Francisco. # 


his order for the dissolution of the | 


George C. Tenney 


Fight Sponsors Don’t Expect IBC’s Legal 
Troubles to Affect TV Programs Immediately 


New York, June 28—Just how | 
network television’s two weekly) 


required to open their doors to in- 
dependent promoters with a good 
proposition at the right price. 


3. No more exclusive contracts 
may be signed with fighters or 
arenas. 


4. Messrs. Norris and Wirtz must 
not interfere with independent 
promoters’ activities in promoting 
radio and tv boxing bouts. 


5. The Garden and Mr. Norris, 
operating in Chicago, will each be 
restricted to the promotion of two 
championship fights a year for the 
next five years. 


@ The judge left the inference, ac- 
cording to some observers, that it 
would be a good idea for the Gar- 
den to promote the Friday night, 
Gillette-sponsored fights on NBC 
and Mr. Norris in Chicago to fur- 


nish the Wednesday Miles-Men-| 


nen bouts on ACB. Lester Malitz, 
who handles the reins on the 
Wednesday fights, told AA that 
he does not expect the court action 
to have any effect on his program. 
He explained that he is one party 
to a tripartite contract, with ABC 
and Telradio Promotions, a sub- 
sidiary of Chicago Stadium, as the 
other two parties. (IBC of Illinois 
also is a subsidiary of the Norris- 
owned stadium.) 


® Mr. Malitz said he will continue 
to get his matches through Telra- 
dio. He sees the judge’s order as 
having no effect on his regular 
weekly series. He did, however, 
point out that the IBC subsidiary 
will not be able to offer him more 
than two championship bouts a 
year and that he can buy “other 
championship bouts from the out- 
side if we choose to do so.” 

Nor is there any sign that Gil- 
lette is looking elsewhere for 
fighters as a result of the IBC’s 
troubles. An official of Maxon, 
which places the Friday fights for 
the razor manufacturer, said a list 


’ of IBC-promoted bouts is booked 


through July—which is about as 
far in advance as they usually are 


booked under normal circum- 
stances. 
IBC is expected to continue 


matching the bouts “as far as we 
know unless the legal people de- 
cide otherwise after studying the 
judge’s decision,” he said. He add- 
ed that there had not been any 
talks with other promoters. + 


Wolfe Joins Griswold-Eshleman 
Charles Hull Wolfe has joined 
the staff of Griswold-Eshleman 
Co., Cleveland. Mr. Wolfe was for- 
merly with McCann-Erickson, New 
York, as copy chief, and with the 
same agency in Hollywood as di- 
rector of its radio-tv operations. 


Home Buying Gets Boost 
Directors of the Tacoma Mas- 
ter Builders’ Assn., Tacoma, Wash., 
have approved a plan to establish a 
special advertising fund to promote 
home buying. An advertising agen- 
cy will be selected to conduct the 


campaign. 
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More Seagram 
Consolidations 
Are Rumored 


(Continued from Page 1) 
contemplated. It now has eight 
agencies handling advertising on 
19 different brands and two insti- 
tutional accounts. Some agency 
men believe further consolidation 
in the offing. 

Here is the lineup in addition to 
the Warwick & Legler brands given 
above: 

In addition to Calvert Reserve 
and Calvert Gin, Grey Advertising 
has Calvert institutional adver- 
tising. 

Dowd, Redfield has Wolfschmidt 
vodka and Christopher Columbus 
rum, in addition to Carstairs. 

Ogilvy, Benson & Mather has 
Lord Calvert whisky. 

Young & Rubicam has Four 
Roses whisky and gin. 

Doherty, Clifford, Steers & Shen- 
field has Hunter, Wilson and Paul 
Jones whiskies. 

Lynn Baker Inc. handles Chivas 
Regal and Royal Salute scotch 
whiskies. 

Gotham-Vladimir Advertising 
has Meyers Jamaica rum., 


# In addition, speculation this 
week has brought up afresh some 
of the problems connected with 
Seagram’s new 38-story bronze 
building being erected at Park Ave. 
between 52nd and 53rd Sts. It is 
expected to be ready for occupancy 
about Nov. 1. 

Known, unofficially, by many 
names—the Seagram Bidg., the 
House of Seagram, the House that 
Booze Built, and 375 Park Ave.— 
the new structure has never had 
any official designation. 


= So far as could be learned, none 
of Seagram’s advertising agencies 
will move into the new building, 
with the possible exception of War- 
wick & Legler. A Seagram spokes- 
man said W&L is expected to take 
space in the new building. At W&L, 
in the absence of H. Paul Warwick, 
president, Irving J. Paulus, treas- 
urer and secretary, refused to say 
whether or not the agency plans to 
move. 

At Cushman & Wakefield, rental 
agency for the building, it was said 
that negotiations are in progress 
with several advertising agencies, 
but that nothing has been closed. 

A Seagram spokesman categori- 
cally denied reports that the com- 
pany is putting pressure on its 
agencies to take space in the new 
building. He also denied reports 
that several prospective tenants 
objected to the building being 
called the House of Seagram or the 
Seagram Bldg. # 


]&] Appoints Burke 

Johnson & Johnson, New Bruns- 
wick, has named James E. Burke 
acting director of its merchandis- 
ing and advertising department, 
succeeding Edward G. Gerbic, who 
joins Heublein Inc. Aug. 1 (AA, 
June 10). Formerly a salesman 
and brand manager of Procter & 
Gamble, Mr. Burke joined J&J in 
1953 as a product director. In 1954 
he was named director of the com- 
pany’s new products division. 


Montreal Y&R Gets Breck 
Young & Rubicam, Montreal, has 
been appointed to handle advertis- 
ing for Breck Products division of 
Thomas Supply & Equipment Co., 
Montreal, and Chatelaine Indus- 
tries, Montreal. Chatelaine, former- 
ly a direct advertiser, markets 
women’s hosiery and sweaters. 


Breck was previously handled by 
H. F. Stanfield Ltd., which will 
continue as the agency for other 


Thomas products. 
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Tobacco Industry 
Committee Hits 
British Report 


New York, June 28—Discuss- 
ing stories from England linking 
cigaret smoking and lung cancer, 
Timothy V. Hartnett, chairman of 
the Tobacco Industry Research 
Committee, late yesterday re- 
leased a_ statement declaring, 
“The conclusions reached by the 
British Medical Research Council 
represent opinions about a theory 
of cause and effect not confirmed 
by scientific experiments and 
widely challenged in the world of 
science (see story on Page 60). 

“Many authorities both here 
and abroad,” Mr. Hartnett said, 
“do not accept the cause-and-ef- 
fect hypothesis between cigaret 
smoking and lung cancer, as ad- 
vanced as an ‘interpretation’ of 
evidence by the British group. 

“On specific points raised by 
the British Minister of Health,” 
Mr. Hartnett said, “the Tobacco 
Industry Research Committee is 
in full agreement with the state- 
ment issued by the Tobacco Man- 
ufacturers Standing Committee, 
comprising leading tobacco manu- 
facturers in England.” 

The conclusions of that com- 
mittee are: “There is no proof 
from any scientific field that 
smoking is a cause of lung can- 
cer.” 


® Meanwhile, in London the Brit- 
ish government said it will warn 
the public about the dangers of 
cigaret smoking. John Vaughan- 
Morgan, parliamentary secretary 
to the Minister of Health, told the 
House of Commons that studies 
conducted in seven countries indi- 
cated a relationship of “direct 
cause and effect” between cigaret 
smoking and lung cancer. 

Mr. Vaughan-Morgan said the 
government will alert local health 
authorities “to take appropriate 
steps to inform the general pub- 
lic.” He added: “Once the risks 
are known, everyone who smokes 
will have to measure them and 
make up his or her own mind and 
must be relied upon as a responsi- 
ble person to act as seems best.” + 


General Phone 


Moves to Kudner 


New York, June 27—The Gen- 
eral Telephone System has named 
Kudner Agency to handle its ad- 
vertising. The other two finalists 
in the race for the $1,500,000 ac- 
count were Compton Advertising 
and D’Arcy Advertising Co. (AA, 
June 17). Among the agencies 
which pitched were Donahue & 
Coe, Lennen & Newell, Dancer- 
Fitzgerald-Sample, Ruthrauff & 
Ryan and Campbell-Ewald. Mc- 
Cann-Erickson and J. Walter 
Thompson Co. solicited the busi- 
ness but were ruled out early in 
the running as being too large. 
Though Kudner takes over the 
account immediately, the former 
agency, H. B. Humphrey, Alley & 
Richards, will be working on copy 
assignments until the end of the 
year. It is expected that Charles 
A. Holcomb, former president of 
the Humphrey agency, will join 
Kudner to handle the account. # 


Ad Execs Name Shappell 

Gerry Shappell, advertising 
manager of Sealy Inc., has been 
named 1956-57 president of the 
Advertising Executives Club of 
Chicago. Other officers elected are 
Budd Gore, Chicago Daily News, 
vp; Virginia Wright, the Fair 
Store, secretary, and Ben Chance, 
Motorola Inc., treasurer. 


Last Minute News Flashes 


‘Prairie Farmer’ Buys ‘Wallaces’ Farmer’ 

Curcaco, June 28—Prairie Farmer Publishing Co., publisher of 
Prairie Farmer and operator of WLS radio station, late this afternoon 
announced its purchase of Wallaces’ Farmer & Iowa Homestead and 
Wisconsin Agriculturist & Farmer and the physical assets of James M. 
Pierce Corp., Des Moines, which published the two farm papers. The 
Iowa paper will be published by Wallace-Homestead Co., a new cor- 
poration, and the Wisconsin paper will also continue publication. Rich- 
ard Pierce will continue as manager of the Des Moines printing estab- 
lishment. The trio has a combined circulation of 900,000. 


‘Chicago Daily News’ Ends Liquor Ad Ban 


Cuicaco, June 28—The Chicago Daily News will begin accepting 
liquor advertising July 15. The 50-year-old ban on all advertisements 
of alcoholic beverages was first eased last March, when the News be- 
gan accepting beer and wine ads. 


Guild, Bascom Gets 2 Max Factor Products 


HoLiywoop, June 28—Max Factor & Co. has named Guild, Bascom 
& Bonfigli to handle advertising of its Sof-Set and Dri-Mist, effective 
July 1. The accounts formerly were with Anderson-McConnell Ad- 
vertising, which retains other products in Factor’s pharmaceuticals 
and specialties division. Doyle Dane Bernbach Inc. continues to handle 
Factor cosmetics. 


Wellmerling Named Tidewater Ad Manager 


San Francisco, June 28—Fred Wellmerling, sales and ad manager 
of Jell-Well Dessert Co. and Tuxedo Candy Co., both subsidiaries of 
Safeway Stores Inc., will join Tidewater Oil Co. July 15 as national ad 
manager, a new post. He will report to J. Ronald Getty, administrative 
vp in charge of marketing. (For Tidewater’s appointment of a new 
agency this week, see story on Page 3.) 


Weiss & Geller Opens Miami Office 


New Yor«k, June 28—Weiss & Geller has opened a Miami office— 
Weiss & Geller Inc. of Florida—headed by Jerome Dobin, formerly 
operator of his own agency here. 


American Type Founders Hears Presentations 

New York, June 28—American Type Founders Co., Elizabeth, N.J., 
may switch its account within the next six weeks from Doyle, Kitchen 
& McCormick to one of five agencies now making presentations to 
the printing equipment manufacturer. Doyle, Kitchen also is making 
a presentation. 


14 French-Canadian Radio Stations Sell Jointly 


MONTREAL, June 28—Interprovincial Broadcast Sales Inc., represent- 
ing 14 French-language radio stations in six Canadian provinces, will 
start operations July 2, with offices here and in Toronto. K. W. Davis 
is general manager in Toronto, and Lionel Morin is manager of the 
Montreal office. Both individual station and complete package deals 
are available. 


Avco Drive Tells of Corporate Versatility 

New York, June 28—Avco Mfg. Corp. will launch a new advertising 
campaign July 1 in the New York Herald Tribune, New York Times 
and Wall Street Journal to describe the company’s industrial and de- 
fense production activities in electronics, farm equipment, aircraft en- 
gines, and consumer goods. Campaign theme is “Avco today.” Maga- 
zines will be used later in the year. Benton & Bowles is the agency. 


Sabee Joins Kudner; Other Late News 


e Norman C. Sabee, formerly national advertising manager of Crosley 
& Bendix home appliance division, Avco Mfg. Co., has joined the Kud- 
ner Agency, New York, as account manager on Frigidaire. 


e Victor G. Bloede and Otto Prochazka, of Benton & Bowles, New 
York, have been named copy chief and senior copy supervisor respec- 
tively. Both also have been named to the agency’s plans board. 


e Eagle Pencil Co. has appointed Noble Advertising, Mexico City, to 
replace Publicidad Salas as its Mexican agency. The account bills $40,- 
000 annually. 


e Attorneys for the Federal Communications Commission and the 
four reluctant tv film producers, whose cost data is sought by FCC’s 
network study group, appeared in New York federal district court this 
week and were given a deadline of July 2 for filing reply briefs. FCC 
has appealed for enforcement of its subpoenas against the four: MCA- 
TV, Revue Productions, Screen Gems and Ziv Television Programs. 


e Eastern Air Lines has appointed West Indies Advertising Co., San 
Juan, to handle its advertising in Puerto Rico, in conjunction with 
Fletcher D. Richards Inc., New York. Also in Puerto Rico, B. F. Good- 
rich International has named Gotham-Vladimir Advertising, San Juan, 
to handle promotion of its Safe Driver’s League. 


e Coronet will raise its circulation guarantee from 2,650,000 to 3,- 
000,000 beginning with the January, 1958 issue and will advance its 
b&w page rate from $5,575 to $6,300 and its four-color rate from 
$8,200 to $9,300. The increase for both circulation and rates is about 
13%. Newsweek, effective with the Jan. 6, 1958, issue, raises its rates 
just short of 13%, with b&w moving from $5,300 to $5,985 and four- 
color from $8,245 to $9,315. The rate base advances 9.5%, from 1,050,- 
000 to 1,150,000. Newsweek earlier had announced other guarantee and 
rate increases, effective Oct. 7. 


e Thomas E. Knode will return to National Broadcasting Co., New 
York, as a station relations vp. He will report to Harry Bannister, vp 
in charge of station relations, who will be relieved of some rigorous 
travel duty by this move. Mr. Knode resigned as director of station 
relations for the network in March, 1955, to become vp and general 
manager of tv for Edward Petry & Co. He resigned this post a few 
weeks ago. 


e Calvert Distillers Co. will break 1,000-line ads in seven New York 


newspapers July 2 for its Calvert dry gin. Grey Advertising Agency 
handles the account. 


Court Upholds R&R in 
$1,000,000 Willis Suit 


(Continued from Page 1) 
against the defendant (R&R) as its 
author, was effective on its face 
to cancel the 1938 contract.” 


= Denying Mr. Willis’ contention 
that R&R was in a fiduciary rela- 
tionship to Mr. Willis, the court 
held that the relationship between 
the two was one of principal (R& 
R) and agent (Mr.Willis). Past 
legal decisions have held that “an 
agent owes a duty of loyalty and 
full disclosure to his principal,” the 
court said, but pointed out fhat a 
principal owes no such reciprocal 
obligation to its agent. 

“We have concluded that the 
‘termination’ of plaintiff's 1938 
contract of employment was not 
presumptively fraudulent, and that 
the defendant (R&R) has no bur- 
den of justifying the termination. 
The only remaining question is 
whether plaintiff delivered the 
1946 document to defendant,” the 
court said. 


s This may be the end of the line 
in the bitter legal battle between 
Mr. Willis and R&R, which started 
in November, 1954, when Mr. Wil- 
lis sued the agency for more than 
$1,000,000 in commissions he said 


George T. Eager, 
‘Bulletin’ Exec, 
Is Dead at 70 


PHILADELPHIA, June 27—George 
T. Eager, 70, assistant to the pub- 
lisher of the Philadelphia Bulletin, 
died yesterday at Bryn Mawr Hos- 
pital after a long illness. 

Before joining the Bulletin in 
1938 as promotion manager, Mr. 
Eager had been associated with 
Batten, Barton, Durstine & Osborn 
in New York for 17 years. For 
several years after joining the 
newspaper he wrote a financial 
page feature called “A Salesman’s 
Notebook.” 

In 1947 he was named assistant 
to the publisher. In that capacity 
he continued to devote much of 
his time to advertising and circula- 
tion sales promotion. 


s Born in Rome, Italy, the son of 
a Baptist minister, Mr. Eager was 
graduated from the University of 
Pennsylvania, and served in France 
as an artillery officer in World 
War I. During World War II he 
was chairman of the Philadelphia 
waste paper salvage committee, 
and was credited with the dedica- 
tion idea for blood donors, which 
enabled a donor to dedicate a gift 
of blood to someone in the armed 
services. 

He was active in civic affairs 
and was a director of the Phila- 
delphia Convention & Tourist Bu- 
reau and of the Philadelphia Or- 
chestra. # 


Summer Push Set for 
Cutex Pearl Polish 


Northam-Warren Corp., Stam- 
ford, Conn., will run a magazine 
and newspaper campaign this 
summer to promote its iridescent 
Cutex Pearl polish. “Prettiest 
Pearl at the party” will be the 
theme, and the schedule will in- 
clude a color page in the August 
Seventeen plus two-color, 1,000- 
line ads in newspapers across the 
country. 

Markets are still being selected, 
but the company reports a heavy 
schedule is planned, During sum- 
mer, according to the company, 
Pearl polish outsells regular polish 
four to one. J. M. Mathes Inc., 
New York, is the agency. 


were due him from the airline’s 
account (AA, Feb. 14, ’55 et seq.). 
Lawyers for both sides have pre- 
viously told AA that the case stood 
only a slim chance of being ac- 
cepted by the state supreme court. 

Mr. Willis won the first round in 
the case when a master in chan- 
cery held that the 1938 “irrevoc- 
able” contract was valid, and that 
the letter of termination was void 
(AA, Dec. 19, 55). At the same 
time, the master charged that three 
R&R executives had filed counter- 
affidavits which withheld materi- 
al information from the court. 

The second round went to R&R 
just a year ago, when Judge Abra- 
ham L. Marovitz overturned the 
master’s recommendations and 
ruled that the termination agree- 
ment was valid, and that the 1938 
contract was canceled (AA, June 
11, 56). 


® The “irrevocable” contract came 
into being when Mr. Willis deliv- 
ered the American Airlines account 
to R&R in 1938. He had been au- 
thorized to pick an agency by C. R. 
Smith, president of the airline. Mr. 
Willis previously had handled the 
account during the '30s, when he 
had his own agency. 

Mr. Willis worked for R&R as 
account supervisor on the airline 
account from 1938 until 1946, when 
he left to join American as adver- 
tising manager. He was fired a 
year later and returned to R&R, 
where he remained until 1952. R&R 
lost the airline account to Lennen 
& Newell in January, 1955 (AA, 
Jan. 31). # 


Fairchild Offers 
R.O.P. Color in 


6 Business Papers 


New York, June 27—Six Fair- 
child Publications business news- 
papers, effective immediately, 
will accept run-of-paper color— 
black, plus one standard color, 
yellow, blue or red. Color in ads, 
however, will be confined to one- 
page units and will not be used in 
any issue of a publication that ex- 
ceeds 80 pages. In such cases, an 
alternate date will be arranged. 

A premium of $500 for use of 
color will be added to the regular 
rate. No r.o.p. color ad will be 
used in any issue in which an in- 
sert is scheduled by any other ad- 
vertiser. 

Fairchild publications that will 
accept r.o.p. color ads include Daily 
News Record, Electronic News, 
Footwear News, Home Furnishings 
Daily, Supermarket News and 
Women’s Wear Daily. # 


ABC-TV Appoints Four 

Eugene C. Wyatt, formerly na- 
tional program sales manager of 
ABC Television, has been promoted 
to national sales manager. His suc- 
cessor aS program sales manager 
is Henry W. Cox, formerly man- 
ager of radio and tv programming 
for General Mills, Minneapolis. 
Henry Hede, formerly business 
manager of ABC Television Sales, 
has been named eastern sales man- 
ager and John Fitzgerald, formerly 
assistant business manager for tv 
sales, has been named sales serv- 
ice director. 


Kimball Opens Office 

John R. Kimball, formerly West 
Coast manager of Woman’s Home 
Companion, has established a me- 
dia advertising representative com- 
pany, John R. Kimball & Co., at 420 
Market St., San Francisco. 
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QUEEN—Stills, here, are from one of three one-minute tv commercials designed by the H. W. Gossard Co, for dealer use. Gossard pays half of the time costs. 


]. H. Lide Joins Deskey 

Jesse H. Lide, formerly vp, 
Marschalk & Pratt division, Mc- 
CanmErickson, has joined the cli- 
ent service department of Donald 
Deskey Associates, New York in- 
dustrial design consultant. 


PAMIT in the : 


thus Southwest 


24 Counties of WEST TEXAS 
and Southern NEW MEXICO 


The Zi Paso Times 


AN INDEPENDENT NEWSPAPER 
MORNING AND SUNDAY 


El Paso Herald-Post 


A SCRIPPS HOWARD NEWSPAPER 
EVENING 


OVER 92,000 DAILY 


‘Motivationist' Tells Why Behemoth Bean Co. 
Was Converted to ‘Leprechaun Artichoke’ 


(Continued from Page 3) 


|body and every man for his own 


sires of consumers. A good deal of | specialty—just won’t work,” Mr. 


social 
hearts!” 


savoir 


So! Leaves only now to “change | ” 


faire? Artichoke | Wells asserted. 


“Naming one guy as marketing 


the corporate name from Behe-| director doesn’t make marketing 


moth Bean Co. to Leprechaun | 


Frozen Artichoke Co.” 
“Dr. von Schnorkel,” 
out, was Ben Wells, advertising 
vp and sales manager of Seven- 
Up Co., St. Louis, who used the 


8 | parody to illustrate the error 
of originating marketing ideas 
through “divine visitation” and 


only at the top of the marketing 
setup. 


® Mr. Wells went on to explain 
that neither he nor his company 
is really antagonistic toward mo- 
tivation research. Seven-Up has, 
in fact, used extensive depth re- 
search techniques to determine 
Seven-Up’s position in relation 
to the growing leisure and youth 
markets, he said. 

His objection, he said, is to the 
use of motivation research—or 
any other single marketing idea 
source—as the sole consideration 
in formulating marketing pro- 
grams. Such a situation exists, 
he said, when the sales, adver- 
tising, promotion, research and 
other departments are arranged 
in a company on a sort of totem 
pole, where the top man calls the 
marketing tune and the other de- 
partments merely conform to or- 
ders. 

“Marketing by totem pole— 
with one man trying to do the 
thinking and planning for every- 


SPREADING THE NEWS 


REVERE PHOTOENGRAVING CO. 
WaAbash 2-8816 
712 FEDERAL STREET * CHICAGO 5, ILLINOIS 


SINCE 1922 


it turns | 


| 
| 


work,” he emphasized. 

The real answer to marketing, 
he said, is “total selling,” which 
he defined as having three main 
points: (1) planning together— 
each department participating in, 
rather than dictating at, market- 
ing planning conferences; (2) 
“getting everybody into the sell- 
ing act”—emphasizing the ulti- 
mate sales promotion objective of 
each department, and (3) “help- 
ing everybody sell’”—close inter- 
departmental liaison about selling 
methods. + 


‘Look’ Presentation 
Boosts ‘Life,’ ‘Post’ 
(and ‘Look,’ Too) 


(Continued from Page 3) 
pitch points out; the magazines, 
however, will be delivering 17,- 
000,000. 


s “It is interesting to note,” Look 
adds, “that an average half-hour 
nighttime tv show reaches only 
8,684,000 homes. During all of the 
1956-57 tv season, only one half- 
hour and one hour show averaged 
more than 17,000,000 homes, and 
then by just a few thousand. Note, 
too, that the combined circulation 
of all the morning newspapers in 
the nation—314 of them—totals 
slightly more than 22,000,000.” 

Only occasionally does the Look 
presentation depart from its 
united-front facade. Examples: 
“Since 1947, Look has increased 
its circulation guarantee more 
than Life and Post combined... 
In ad revenue gains, Look is lead- 
ing the field, with a revenue gain 
more than that of Life and Post 
combined.” 

But the reiterated emphasis 
throughout is on “the three great 
weeklies.” # 


Bonne Bell Boosts ‘Trial’ 

Bonne Bell Inc., Cleveland 
cosmetics manufacturer, launched 
a three-week money-back-offer 
campaign June 30 on its Ten-O-Six 
cleansing lotion. Ads will appear 
in This Week Magazine and the 
Chicago Tribune offering a free 2 
oz. trial bottle of Ten-O-Six with 
purchase of a regular 6 oz. bottle 
at the regular $2.25 price. Meldrum 
& Fewsmith is the Bonne Bell 
agency. 


Wesley Appoints Two 

John L. Zimmer, formerly an 
executive tv producer with Cun- 
ningham & Walsh, has been 
named director of television and 
radio of Wesley Associates, New 
York. Dorothy Freedman, former- 
ly a copywriter with C. J. La- 
Roche & Co., has joined Wesley as 
a creative copywriter. New offices 
of Wesley’s television division will 
be located at 10 Rockefeller Plaza, 
New York. 


Gossard Buys TV 
‘Queen,’ Builds 
Ads Around It 


(Continued from Page 3) 
a merchandise participant on a 
daily basis. 

Gossard’s “go-togethers” is a 
rather all-enveloping concept. In 
addition to the national-local com- 
mercials, the company’ s girdles and | 
bras go together, in emphasis on | 
American styling. And the “Queen” | 
notion is carried through in three 
phases of the Gossard magazine 
advertising: 


e September’s Harper’s Bazaar 
will carry a color page urging 
women to “Take a whirl with 
Queen for a Day.” 


e A four-month schedule of pages 
in McCall’s, beginning in August, 
will feature photographs by Rich- 
ard Avedon of fashions by four 


American designers, and a theme, 
“She must be wearing a Gossard” | 
(the foundation garments appear 
in unobtrusive inset drawings). 

e The company will run a back- 
to-school spread in the August is- 
sue of Seventeen tying together 


Crosley Names Two 

J. Robert Reisinger has been 
named tv sales manager of the 
Chicago division of Crosley Broad- 
casting Corp., replacing Robert 
Lamb, who has been appointed 
sales manager of WLW-I, Indian- 
apolis. Taking over Mr. Lamb’s 
agency and territory assignments 
is William Sanford, who recently 
joined the Crosley tv sales staff. 
Mr. Reisinger was a tv spot sales 
account executive with the Colum- 
bia Broadcasting System in Chi- 
cago before joining Crosley in 1956. 
Mr. Sanford was formerly a tv ac- 
count executive with the Young 
Television Corp. 


Ward Buys Fair Stores 
Montgomery Ward & Co. will get 
an 80% interest in the Fair, Chica- 
go Loop department store, and its 
suburban stores in Oak Park, 
Evergreen Plaza and the Old Or- 
chard shopping center, with the 


| purchase of 301,000 shares of stock 


at $25 a share from the Kresge 
Foundation, Detroit. The purchase 
is scheduled for completion July 24. 


Deb Queen and Lanonet styles adyertiiing Agencses with Link hiteats 


with school and the “Queen” tv) 
show. 


Dealers can also take advantage | 
of Gossard’s co-op newspaper pro- | 
gram, mat service, photo prints, di- 
rect mail pieces, radio spots, pub- 
licity releases and store selling 
aids, all of which, needless to say, | 
go together. 

Edward H. Weiss & Co. 
Gossard agency. # 


| 


is the) 
| 


New Bank Poster Subscription Service 
for window, wall, and lobby display 
| Full color Posters, 28” x 44”, mony with a life- 
size, hand-colored, photographic blow-up os part 
of the layout. Produced on heavy poster cord 
stock. Yeorly series, approved by ao pone! of 
working Bonk executives. Several styles and types 
of Poster display frames available. Service is 


| commissionoble. Write, wire, telephone. 


Security Displays 


1411 Wyandotte Street 
Kanras City 6, Missou 
Victor 2-8000 


any 


You can kee 
sales when 

message to folks who are jittery to s 
$2,739,749,000.00. But there's not 
nervous about Pulse rating us first during 


day and/or night. Ask John Blair. 


WBNS RADIO 


ee 


“calm, cool” and collect 
BNS Radio carries your 
ng 


quarter-hour, Monday -thru-Friday, 


COLUMBUS, OHIO 
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Advertising Age 
is like holding a 
‘brain-storming 
session’.” 


Advertising Manager 


Philco International Corp. 


OVID RISO 


Mr. Riso started his career as a McGraw-Hill 
editor on the staff of “Electrical Merchundising,” 
and after five years, moved into the international 
field with RCA. Then he joined Young & Rubi- 
cam, following which he got a taste of industrial 
marketing as advertising director of Great Ameri- 
can Industries, Inc. 


He has been with Philco International Corpora- 
tion as advertising and sales promotion manager 
since 1944, just after it was formed, and is respon- 
sible for advertising, sales promotion and public 
relations for all Philco products in more than 100 
countries around the world. He has travelled 
extensively in Europe and Latin America, or- 
izing sales and promotional campaigns and 
er meetings. 
“In selling anything on a world-wide scale,” says 
. Riso, “you have all the merchandising ob- 
jectives and problems of your domestic associates, 
intensified by foreign as well as U.S. competitors, 
and multiplied by distance, time, languages, 
customs and government regulations.” 


He is currently vice-president of the Philadelphia 
Chapter of the Public Relations Society of 
America and was a member of the original 
board of directors of the International Advertis- 
ing Association. 


“Reading 


‘Ad Age's news, feature columns and advertising pages 
consistently offer a variety of interesting 

articles, reports and merchandising ideas which 

often prove stimulating and of benefit 


to me and to my company.” 
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